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WM. ROGERS « SON 


HOLIDAY SPECIAL 




















SY FIRST OF ALL A SPLENDID VALUE! ... A 45 piece service for 
eight... open stock price $31.50... now at $6.55 saving... $24.95... 
less than the price of the same service in 6's if bought piece by piece. 


W SECOND, A JEWELERS WINDOW DISPLAY which calls attention 
to all your holiday merchandise, makes your store “Headquarters for 
Holiday Gifts.” Minimum order to get display free...two 45 piece sets. 


Order from your Approved Wholesale Distributor 
HOLIDAY GIFT CHEST 
WM. ROGERS SON A gorgeous modern polished 
& wood chest, is included... 
63 Value $7.50 
Reinforced Silverplate el 


A PRODUCT OF [{fJS}) INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 








A GUIDE TO BETTER BUSINESS 





CATALOGUE 


The Mew 193 BENJ. ALLEN & CO. 


NEWEST 
AND 

MOST 
UP-TO-DATE 
COMPLETE 
EDITION 









NOW 
READY 
FOR 
MAILING 


Featuring 
the Complete 
Line of 


ELGIN 
WATCHES 


The Benj. Allen & Co. Catalogue has not missed an issue in nearly 71 years 
during which time it has been a dependable guide for thousands of retail 
jewlers. 

This new catalogue is the most complete directory of merchandise and sup- 
plies, for the retail trade, in the history of our business. In these days of 
cautious conservative buying, use it with confidence for better profits in your 
business. 


Benj. Allen & Co., Inc. 


| The Silversmiths Building 
10 So. Wabash Ave. Chieago, Ill. 
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S_ . . . . Suggested November Alternate Birthstone 


NN DORAN, who is appearing in Columbia’s ‘Girls’ School,” is 
shown wearing a magnificent necklace of citrine—which is a light 
yellow variety of quartz, but has been called “topaz” for so long that 
the true topaz has come to be denoted as ‘‘precious topaz.” The 
Federal Trade Commission rules it unfair to use the word “topaz” in 
such manner as to mislead persons into the erroneous belief that the 
product is genuine topaz, which is rarer harder, more brilliant. Miss 
Doran also wears examples of true topaz, a flower brooch from Lester 
& Co., Newark, and a ring from Donovan & Seamans Co., Los Angeles. 
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! have been unable 


to conceive one sound reason why we, 
as retail jewelers, should oppose such 
legislation as the Wisconsin watch- 
maker licensing law,” Arthur C. 
Hentschel, of Milwaukee, Wis., past 
president of the Wisconsin R.J.A., 
told ANRJA members in convention 
in New York, last month. 

Mr. Hentschel, a member of the 
Wisconsin Board of Examiners in 
Watchmaking, which is charged with 
administering the Wisconsin law, 
enumerates the following reasons why 
retailers would support watchmakers’ 
associations which are endeavoring to 
secure similar legislation: 

First: The proper enforcement and 
application of the provisions of this 
legislation is a positive protection of 
the public against fraud and botch- 
work; 

Second: It eliminates price adver- 
tising ; 

Third; The repair department be- 
comes more profitable through the 
elimination of untrained and undesir- 
able workmen; 

Fourth: A finer and higher class of 
young men will be attracted to the 
craft; and 

Fifth: The threat of union activity 
is removed, for the craft, being better 
protected, will never feel the urge to 
unionize. 


4d 
7 acceptance which 


South African purchasers give Amer- 
ican products is due largely to their 
reliability from a quality standpoint,” 
said Norman Lourie, of Katz & 
Lourie, Ltd., Johannesburg, South 
African manufacturing and retailing 
jewelers, during a visit to the New 
York offices of this journal. 

“It is doubtful whether many 
Americans realize the large volume of 
merchandise which is shipped every 
year in all fields from this country to 
the Union of South Africa. The 
American movie, automobile, refriger- 
ator, radio, electrical and other spe- 
cialized products are a part of the 
every day life of the South African. 
American fashions, particularly in 
dress, are also much appreciated by 
South African women. My own firm 
has pioneered with a great many well- 
known American lines such as Elgin 
watches, Ronson lighters, Swank 





“The Young Watchmaker,” English woodcut of 1839.—This picture represents a 
watch and clock repair shop of the period when the English horological industry 
had reached its peak, in technical quality and commercial volume. But its decline, 
hardly recognized yet, had in fact already begun. The rising Swiss industry was 
competing seriously with the English all over the world; American watchmaking 
was just about to be born. The 18th Century boasts of the English, that “the best 
watches in the world are made in England” were largely justifiable. But during the 
19th century, shortly after 1800, a symptom of decadence appeared. English makers 
of good repute began to buy watches in Switzerland of quality inferior to the 
English standard, but engraved as if made in England; these watches were espe- 
cially for the American and other export markets. 

At first, this exploitation of the English reputation was a money-making opera- 
tion; but it had the inevitable result; it destroyed what it fed upon—the former 
well-deserved fame of English watches—and paved the way for the Swiss to com- 
plete their conquest of the world-market, and for the rise of the American industry. 

While English watchmaking for the world-market gradually declined, this being 
well under way at the time of our picture, there is one branch of horology in which 
England has never lost the lead—the making of marine chronometers. Perhaps 
because of the ascendancy of the British merchant marine, English chronometer 
makers have had an advantage; but it is also true that in this specialty, they have 
never sacrificed quality for quantity, so England remains the leader in chronometer 
making. Recently clockmaking has had a great revival in England. It remains to be 
seen whether the English will some day re-enter the field of watch manufacturing 





in 


From the Bettmann Archive 


as a serious competitor to Switzerland and America. 





products, Kestenman bracelets, and 
many others. 

“Dealing with specific aspects of 
the jewelry business, I would say that 
it is in the novelty lines that American 
manufacturers excel. 

“T have just completed an exten- 
sive tour of the United States and 
have included visits to the houseware 
show, the Chicago gift show and the 
ANRJA convention, and it would 
appear that a more hopeful feeling is 
abroad among distributors and manu- 
facturers regarding the immediate fu- 
ture.” 


© © 


dd 
; rm are asleep 
if they don’t address their advertising 
to the younger generation,” says Paul 
Monohon, who is probably as well 
acquainted with retailers’ problems as 
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any man in the jewelry trade today. 

Mr. Monohon points out that the 
world is attuned to the youthful spirit 
and that people under 25 years of 
age are exerting a greater influence 
on their elders than ever before. Ad- 
vertising therefore must contain a 
modern approach to a youthful audi- 
ence. 

Mr. Monohon explains that while 
a jeweler may command the respect 
of parents, who have been valued 
patrons throughout the years, he may 
be losing the custom of their children 
who are now finishing school, becom- 
ing engaged, marrying and beginning 
homes of their own. While the elders 
have spent most of their jewelry dol- 
lars, the others are just beginning. 

“The trouble with most retail 
jewelry advertising,” says Mr. Mono- 
hon, “is that the copy does not in- 
clude fundamental reasons for the 
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purchase of the advertised items. The 
advertiser must produce a more force- 
ful reason why jewelry merchandise 
should be bought in his store than 
that his establishment has been in ex- 
istence for 30, 50 or more years.” 
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Business has reached 


such complex proportions that it is 
just as important for the individual 
operator to inquire, compare and 
prognosticate his business course as 
for him to ask his local flying field for 
weather reports before taking off in 
his plane for a distant city,” counsels 
Robert C. Knox, assistant secretary 
of the Jewelers Board of Trade. 

“The retail jeweler is an outstand- 
ing member of his own community— 
he knows what his trade wants, and 
follows trade publications and has his 
own merchandising ideas. His need 
has been comparative data covering 
sales, general and specific expenses, 
stock sizes and proportions. All such 
statistical information is a necessity 
to him and can be of substantial value 
if it gives usable comparative data. 

“Compilation leading to results of 
this nature is undertaken in a month- 
ly comparison of sales of independent 
stores in 27 states and four cities by 
the government. The Dun-Brad- 
street organization, covering a wide 
field of credit analysis, is continually 
producing vital statistics of general 
and specific nature. The ANRJA 
sponsored for many years a research 
activity involving a breakdown of the 
operative costs of retail jewelry stores. 

“Take the information you can get 
and yardstick it against your own 
business. Find out by comparison 
with the averages of others in your 
size classification if your merchandise 
stock is out of proportion to the aver- 
age. Determine if your rent per- 
centage is in keeping with your busi- 
ness volume. Decide whether your 
fund for advertising should be in- 
creased or cut. Consider if your per- 
centage of markup is in proper pro- 
portion.” 


© © 


dd 

[ntelligent modern jewelers 
want not only more but better store 
traffic,” says the headline of this 
month’s Ronson Lighter advertise- 
ment which appears on another page 
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of this issue. The ad goes on to tell 
how Ronson’s current advertising 
campaign to the consumer is designed 
not only to help sell more Ronson 
lighters, but to increase the right kind 
of store traffic for the jeweler. 

“Gifts from your jeweler are gifts 
at their best” is Gruen’s slogan in its 
pre-Christmas consumer advertising, 
and the copy, instead of talking solely 
about Gruen watches, stresses the 
cachet of distinction that only a gift 
in a jeweler’s box can give, and urges 
the public to shop at their jewelers. 
It is advertising for the jeweler and 
his wares in general rather than for 
watches in particular. 

Clear-seeing understanding by the 
manufacturer of the retailers’ prob- 
lems, and unselfish helpfulness with 
them, such as these examples, are not 
only generous but intelligent selling. 
Let’s have more of it. 


© © 


_—_ Hollywood to 


think up novel and practical ways to 
keep alive the interest in jewelry. 
With many, charm bracelets have lost 
their “charm” of newness appeal, so 
here is what some of the Hollywood 
personalities are doing with them: 
Maureen O’Sullivan fastens three or 
four of them with thread through the 
links in curved rows across the front 
of a black dress, or alternates this 
treatment with two rows on either 
side of the center. Jane Wyman sews 
her gold charms all over a black crepe 
bag. 

This brushed-up coiffure is stirring 
up new interest in earrings. Gloria 
Blondell takes to gold ones which are 
shaped like a feather and artistically 
outline the ear. Betty Compson likes 
clip earrings which are clusters of 
grapes carved in antique jade. 

Definitely on the luxury side is 
Marie Wilson’s version of the hang- 
ing pocket. Her flat pocket of gold 
mesh closes with jeweled zipper and 
is suspended by a chain from the gem- 
studded gold belt encircling her slim 
black crepe gown. Another interest- 
ing fantasy was conceived by Gloria 
Dickson, who brightens the autumn 
scene with black suede gloves having 
fingernails of gold and rhinestones 
embroidered on them. Great are the 
opportunities for good jewelers to in- 
crease store traffic this fall by observ- 
ing such novelties. 
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W. carry the stock.” 
That little phrase is being used over 
and over again by one of the prom- 
inent optical wholesalers in their ad- 
vertising messages to the trade, yet 
how many retail jewelers realize that 
complete stocks constitute a part of 

good service? 
There is no denying the fact that 
the word “service” has been over- 


‘ publicized by the advertising fra- 


ternity. Therefore, under the cir- 
cumstances, it would seem much 
better to adopt a catchy little phrase 
such as “we carry the stock” and then 
actually be prepared to give efficient 
service. 

But good service involves a lot of 
additional things . . . for example, 
the courteous greeting from the girl 
or boy on the receiving end of the 
phone, close scrutiny and careful ex- 
ecution of orders, quality materials 
in filling the order, expert workman- 
ship, correct shipping and proper 
invoicing. 

As the holiday season approaches, 
jewelers will be pressed and expected 
to give unusual service. A little more 
courtesy here and there, a little more 
care in the filling of orders and a will- 
ingness to cooperate for the best in- 
terest of all concerned . . . these are 
just a few of the things that may add 
joy to the holiday season, and a few 
more dollars in the bank on De- 


cember 26. 
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e kind to watches 


is the slogan which has been suggested 
to the retail trade for broadcasting 
to the public, by Alfred Morrell, 
New York jeweler, president of the 
New York Jewelers Association, and 
a vice-president of the New York 
R.J.A. 

“For some years the public has 
been reminded of its duty toward 
society in general, by slogans like 
‘safety first,’ and it seems to me our 
line of business might step in front 
and take our turn with ‘Be Kind to 
Watches,’ for as fool-proof as we 
make them, watches do need kind- 
ness. We all know the dim-wit who 
bathes with his watch on; winds it 
too tight; slams it down on the bed- 
side table or leaves it in the sun.” 





95% OF JEWELERS FOR 


Part I of an objective study of price-maintenance in the jewelry industry by 
Reinhold Wolff, whose experience has been of a sort to favor a detached view 
of pricing problems in this country. Three years ago he was practicing law in 
Germany and following developments in the trade association movement there. 
Now living in New York, Dr. Wolff is editor of Trade Regulation Review and 
a pricing and merchandising counselor. This year he has been teaching mar- 
keting at New York University and been an advisor to the conference on price 
research of the National Bureau of Economic Research, and the National In- 
dustrial Conference Board. Part I deals with retailers’ Fair Trade experience. 
Part II, in an early issue, wit! survey the attitude of manufacturing and 
wholesale jewelers towards price maintenance and review the experience of 
those who operate under the Fair Trade Laws. 


No single question in years 
has created more lively interest among American retail 
jewelers than Fair Trade legislation. True, only a rela- 
tively small number of manufacturers in the jewelry and 
allied trades have established price maintenance contracts 
in the 43 states having laws on their statute books permit- 
ting such contracts, but a survey just completed by THE 
JEWELERS’ CIRCULAR-KEYSTONE indicates that retail 
jewelers, both cash and credit, are virtually 100 per cent 
in favor of the idea. 

In the survey 2870 retail jewelers in all parts of the 
country were canvassed for their opinions, and the many 
detailed answers to the questions presented for consider- 
ation are evidence that jewelers have definite ideas on 
the subject. The accompanying chart contains a summary 
of 500 replies coming from all states in which Fair Trade 
contracts are legal. A hundred more replies were received 
too late for tabulation. 

To be precise, the chart shows that 95 per cent of 
those answering declared themselves in favor of Fair 
Trade contracts. Virtually the same high percentage of 
jewelers found that where effective, price maintenance 
had worked to the advantage of their business. Although 
it might be assumed that some of those merchants who 
look with disfavor on price regulation of any kind, 
and Fair Trade legislation in particular, have not voiced 


their objections, but have preferred to ignore the question- 
naire, the answers so far received are a clear indication 
that an overwhelming majority of retail jewelers wish 
to see price protection extended to more lines. 

It must be remembered that price maintenance is not 
a panacea for all trade evils and by its legal implications 
it is not adaptable to all types of merchandise. Yet the 
results of this survey show that feeling runs high among 
retailers favoring the application of price maintenance 
to all lines of identifiable items, not only the hitherto 
best-sellers, which had been favorites in the past for 
“price footballing.” Only a small number of answers 
indicated that retailers desire price contracts exclusively 
for such nationally advertised brands which carry a rela- 
tively low mark-up. 

There are few who will not agree that the future of 
price maintenance in the jewelry trade and its eventual 
expansion will, in the final analysis, depend on the actual 
support which retailers are willing to give to so-called 
fair trade merchandise. 

Fair trade laws are permissive; a manufacturer may 
refrain from applying them if he feels that the retailer 
will switch the customer to lower priced, unprotected 
items. This is just what has happened in a number of 
instances and —THE JEWELERS’ CIRCULAR-KEYSTONE, 
recognizing the importance of this phase of the subject, 















































Are you in favor of Do such contracts Do you support Has your experience 
Estimated Capital Fair Trade contracts? help your store? Fair Trade lines? been favorable? 
Yes No Yes No Yes No Yes No 
More than $150,000 100% 0% 100% 0% 100% 0% 100% 0% 
$50,000 to $150,000 96 4 96 4 100 0 = ae 
$15,000 to $50,000 95 5 94 6 95 5 88 12 
$4,000 to $15,000 94 6 91 9 97 3 87 13 
Credit jewelers 97 3 97 3 93 7 84 16 as 
TOTAL epee 5 94 6 a: 4 90 10 
| 
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FAIR TRADE 


by REINHOLD WOLFF, Ph. D. 


asked retailers: “Are you willing to support Fair Trade 
lines, and if so, in what form?” 

The responses to this question are significant. Approxi- 
mately 96 per cent of the retailers responding emphasized 
their readiness to support fair trade lines. The most pop- 
ular forms of support mentioned for fair trade merchan- 
dise are: first, that of generally stressing it to customers; 
second, of maintaining prices, and third, of advertising 
or counter display. 

This should all be encouraging to manufacturers who 
went into the field of price maintenance, but the returns 
to the questionnaire demonstrate that the jeweler now-a- 
days is a critical observer of the manufacturers’ merchan- 
dising policies. Retailers were asked about their experi- 
ence with Fair Trade lines; a great majority replied to 

this question, and 90 per cent found that the experience 
had been favorable. Although a great number of retailers 
reported that their experience had been excellent, a de- 
tailed study of these answers voiced much criticism. 

Opinion was divided on the question of whether price 
cutting has been largely eliminated through contracts. 
True, a majority answered the question in the affirmative, 
but an analysis of these replies indicates that many were 
shaded so as to reveal dissatisfaction with the policy of 
several fair trade producers. 

While a majority of retail jewelers answering admitted 
that manufacturers are giving support to merchandise 
under contract, a great number were of a different opinion. 
In fact 58 per cent of the retailers answered “‘Yes’’ to this 
question, and 42 per cent said “No.” There were a great 
number of complaints as to the lack of enforcement. About 
one third of the answers mentioned this point and most 
of them charged the manufacturers with negligence in 
enforcement procedure. On the other hand, not a few 
of those replying stressed the loyalty with which certain 
producers of well known brands had adhered to the 
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Reduced facsimile of the survey form which this journal sent to 287( 
retail jewelers to sound out their Fair Trade experience 


price maintenance idea and as a consequence these pro- 
ducers received unstinted praise for their consistency. 

A specific question afforded jewelers an opportunity 
to voice objections to the margin of profit established 
under fair trade contracts, but there were relatively few 
retailers who found the mark-up too low. 

Should fair trade contracts protect the full retail price 

(Please turn to page 79) 
























































Is trade-in 
ee | “aaa. cafcroament | flexihtemintoees:| prions ederemme | aaananean ann 
eliminated? support? is weak? prices? and credit sales? maintenance? 
Yes No | Yes No | Yes No Yes No Yes No Yes No 
100% 0% | 100% 0% 50% 50% 0% 100% 0% 100% 100% 0% 
aoe eS) eS: 6 hlUM 54 46 21 ys 4 ee 61 85 15 
eq. . ae oe oe 6 | 78 42 58 78 22 
Oo SOL ee. a — eae -70 48 52 78 22 
Pets ey ee ae — et = 85 31 69 62 38 
eo. eo a ee 76 43 “a 24 
| | | 
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- bananas, fish, cigarettes, 
dresses or jewelry—no matter what the commodity, the 
consumer demands freshness. 

There’s a daily call for eggs and fruit and consequently 
a complete turn-over of stock every business day, so the 
greengrocer is not faced with the same problem as 
the jeweler, who considers himself fortunate if he has 
two turn-overs a year. 

The fact remains, however, that freshness is just as 
important in jewelry as in eggs. 

Let’s face the fact that we, as jewelers, have lost— 
let’s say loaned—a substantial part of our market to 
other businesses, principally the haberdasheries and the 
specialty shops. All right, we confess it. But why? 

Is it because the haberdasher across the street has a 
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@ Smartly — styled 
men’s jewelry in the 
moderate price range 
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Feature “WH 


bigger personal following? Of course not. Our store 
has been in our family and on this corner for umpty-nine 
years, and the best people in town have been our customers. 

Is it more convenient, financially, for Mr. Martin to 
buy a new dress set at the haberdasher’s, or for Mrs. 
Martin to buy a new pair of clips at the dress shop up 
the avenue? No, that can’t be the case for they can 
enjoy credit privileges in our store. 

Are those stores more attractive? 
modernized our establishment. 

Well, frankly now, how much have you concentrated 
on jewelry as such in your advertising and direct mail? 
How many windows have you given over exclusively to 


No, we have just 


by GORDON HALL 
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@ Advise her to give 

him jewelry instead 

of “shirts, shoes and 
shorts” 


TO GIVE HIM" 


men’s and to women’s jewelry? Is your jewelry style- muffed a golden opportunity,” continues Mr. Silberstein, 


right or are you trying to sell “old eggs’’? who, however, sees the jeweler making a stronger effort 


Or have you allowed the public to get the impression to recover this market, today. 
that you sell only high priced goods and that the man “If jewelers would just come to the realization of the 
who wants a $2 or $3 item will not find it in your store. tremendous increase in the volume of popular-priced 
Remember that most men when buying most articles of men’s jewelry sales in recent years, they would quickly 
jewelry for their own use are apt to buy on a basis of increase their efforts to regain their eminence in this field, 
utility and moderate price as well as style and prestige. not alone for the immediate profits but for the consider- 

“The average jeweler seems to be overlooking the able increase in store traffic which naturally results.” 
fact that his public has become style-conscious,”’ says The jeweler must accept style as his religion. He must 
Alfred J. Silberstein, New York advertising agency head study every trade publication which comes to his store, 
who directs the advertising programs of a number of and every quality magazine which comes to his home. 
nationally-known manufacturers. What’s more, he must even keep his eyes peeled for every 

“The average haberdasher puts the jeweler to shame piece of jewelry he sees at the movies, for Hollywood is 
in the merchandising of men’s jewelry, a line which is requiring more and more authentic jewelry in place of 
properly the jeweler’s. Somewhere along the line he has (Please turn to page 73) 
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New coiffure also puts necklaces 
and barrettes into the necessity 
class — but here’s “what every 
jeweler should know’’ about the 
history and romance of earrings 


r ashion’s latest pronouncement 
for “brushed-up” hair this fall and winter is destined to 
have a definite effect on dress styles. But more important 
to jewelers is the fact that this newest mode of head 
dress will bring with it the greatest revival in years of 
the ancient love for wearing earrings, besides necklaces 
and other jewelry. Stylists agree that with the ‘“brushed- 
up” coiffure earrings for the uncovered ears will be a 
necessity—which is good news to the jeweler. 

Fashion authorities, speaking at the style show staged 
recently in New York by the Jewelers Publicity Com- 
mittee, were also in accord on this point—that with the 
“‘brushed-up” hair trend, necks will look bare without a 
necklace. Harper’s Bazaar for Sept. 15 has this to say 
about the newest modes in dress and jewels: ‘The high- 
necked dinner dress is a perfect backdrop for a blaze of 
jewels. Not for one or two dinky clips. . . . Certainly 
not for a drooping necklace. .. . But ropes of pearls, ropes 
of colored stones, twisted together just at the throat bone. 
Flashing clusters of diamonds. . . . Ears will be glorified, 
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BRUSHED-UP 


polished like treasures, decked with ornaments. Dog col- 
lars will come out of family vaults.” 

It is vital that retailers familiarize themselves with 
current and, if possible, advance style trends, but time 
spent acquiring knowledge of the less materialistic, but 
intensely interesting, traditional aspects of virtually every- 
thing the average jewelry store has to offer is never time 
wasted. It makes interesting conversation, the kind cus- 
tomers often enjoy. 

Few articles of adornment are richer in traditional or 


New earrings by American artist-craftsmen harmonize with every 

dress ensemble, every hour, gold for day, platinum for night. Above, 

first, carved jade and seed pearls; second, cultured pearls and bagu- 

ette diamonds; third, massive carved amethyst pendants, and fourth, 
two-toned gold buttons. 


romantic background than the earring. Equally fascinat- 
ing is the evolution of the earring down through the ages, 
which have seen it evolve from the large cumbersome ring, 
of little beauty but plenty of poundage, to the present-day 
dainty and extremely attractive buttons and drops. His- 
torians, writing on the progress of man from the Stone 
Age to the 20th Century, have rarely neglected to make 
some mention of trends in jewelry, with particular refer- 
ence being frequently made to the earrings of each age. 
H. Clifford Smith, in his book Jewellery writes: ‘““The use 
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AIR NEEDS EARRINGS 


of earrings as personal ornaments seems to have origi- 
nated in the East, where they have always been in favour. 
Earrings formed an important article of jewelry during 
the Classical Age, but they were not commonly worn in 
Europe until the 17th and 18th centuries.” 

The custom of piercing ears, while still practiced to 
some extent in many of the South and Central European 
countries, has been virtually abandoned by the modern 
miss in this country. True, in sections where the popula- 
tion is largely Latin, jewelers do have some call for 





Above, first, faceted amethyst and natural gold; second, three-di- 

mensioned two-toned gold; third, carved turquoise buttons, and fourth, 

magnificent diamond and pearl pendants. Earrings courtesy of Ray- 

mond Abrahams, Leys, Christie & Co., and Walter Lampl, all of 
New York 


earrings for pierced ears, but in the main, these demands 
come from the older zenerations and not the youth or 
middle aged, who for more than one reason, have cast 
this practice into the limbe of forgotten things. 

One of the earliest uses of earrings appears to have 
been as talismans; a custom which, strangely enough, 
still prevails among some peoples. Historians tell us that 
among savages and races not far removed from barbarism 
the love of adornment was chiefly characteristic of men, 
but as civilization advanced it was displayed more and 
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more by women. Earrings were commonly worn by men 
through many of the ages, but today their use is almost 
solely confined to women. 

Scanning the pages of history, innumerable references 
are found to earrings. Perhaps the earliest literary allu- 
sion to earrings as ornaments and their talismanic sig- 
nificance appears in the account of the meeting of Jacob 
and his family with the former’s brother Esau. Long 
estranged, Jacob apparently hoped to placate his brother 
with gifts, this belief being borne out by the quotation 
“And they gave unto Jacob all the strange gods (appar- 
ently tiny images) which were in their hands and all the 
rings which were in their ears; and Jacob hid them under 
the oak which was by Schechem.” 

For contrast we may turn to a scene in Mesopotamia 
where a royal procession is in progress. There we see the 
powerful rulers, as depicted in the low relief carvings 
which have come down to us from those days, in all their 
panoply of barbaric splendor, attired in skirt-like robes, 
with tall headdress and earrings. More common were 
knobs attached to a ring, or pendants which the officials 
wore. The huge winged bulls characteristic of this period, 
all wore immense ear-plugs. 

Imperial Rome, dominating the world from 200 B.C. 
to +50 A.D., delighted and reveled in personal adorn- 

(Please turn to page 142) 
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by WILLIAM O. THEIS 


of the Webb C. Ball Co., 
Cleveland, Ohio 


OK., 


One of the most flagrant forms 
of abuse to which the retail jeweler is subjected results 
from the attitude of the public regarding the appraisal of 
jewelry. Most people take it for granted that all they 
have to do is to walk into any jewelry store and have an 
appraisal made free of charge, and regardless of the his- 
tory behind the acquisition or ownership of the pieces. 
Probably at least 50 per cent of the people who ask to 
have jewelry appraised, do so because they are suspicious 
of another individual or firm from whom they are about 
to buy it. So they go to a reputable jeweler and ask him 
to pass upon the value of the piece. 

Auctioneers in their sales talks often suggest that the 
prospective purchaser take the jewelry to his own jeweler 
for appraisal. A more unfair or unreasonable practice 
would be hard to imagine. No merchant should have to 
lean upon the reputation of another in order to sell his 
goods. 

With no other kind of merchandise does John Q. 
Public expect the legitimate merchant to help him in his 
effort to get a “bargain” from a bootleg or unreliable 
competitor of the very merchant whose help he is asking. 
If he buys a fur piece from a street peddler or an auction 

















END 


room, he knows he’s doing it at his own risk—he doesn't 
expect a reputable furrier to give him free expert advice. 
If he buys a suit from a cut-price store, or even a depart- 
ment store, he knows he wouldn’t get very far if he took 
it to a tailor for appraisal. 

Yet that is exactly what he expects of his jeweler when 
he buys jewels at a supposedly bargain price, and then 
asks to have them appraised by a reputable firm from 
whom the price cutter, or rather “quality cutter,” is try- 
ing to take business by shady methods. 

We jewelers alone are to blame for this condition, and 
we alone can correct it. It has originated and grown 
simply because most jewelers have yielded to the requests 
of people who come into the store with some yarn or other 
to account for asking to have a valuation placed upon 
some article of jeweiry. We have allowed this practice 
to fasten itself upon us through sheer timidity and the 
fear of losing good-will, not realizing that we may be 
just as likely to lose good-will if we do make the asked 
for appraisal. 

For, as we all know, the valuation placed upon a piece 
of jewelry depends to a considerable extent on the ap- 
praiser’s personal interpretation of quality and design, 


LET'S 
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with the result that there may be a sizable difference in 
the figures quoted by two different appraisers even though 
both are expert and perfectly honest. 

Appraising fine gems, especially colored stones of great 
value, is a matter of opinion on which even experts may 
disagree, so how can a customer expect to obtain the same. 
figure when actual intrinsic worth is determined by such 
factors as size, color, perfection and last but not least, the 
interpretation of value by the individual which certainly 
varies according to his keenness of vision, his color per- 
ception and years of experience? 

Yet, if Mrs. John Q. Public has two substantially dif- 
ferent valuations placed upon her diamond ring by two 
supposed experts, it is likely to breed in her mind a dis- 
trust of one or both of the jewelers involved, and to some 
extent, of the whole jewelry trade. 

If you doubt that statement, listen to these actual in- 
stances, which are just a few at random from many simi- 
lar ones in my own personal experience. 

A young society woman in a middle western town re- 
ceived a platinum and diamond wedding ring. She left 
it with her jeweler to be cleaned and appraised, both of 
which he obligingly did, although the ring had been pur- 
chased in another city by her husband. 

When she received a valuation of $150 she became in- 
dignant because he had told her the ring was worth $300 
and had been sold to him by a friend who was a stock- 
holder in the firm, for a special price of $225. Her hus- 
band may have been overcharged, he may have told an 
untruth, or the appraiser may have been wrong. But 
regardless of the reason, we know that a doubt was cast 


THIS APPR 


in the client’s mind, and confidence in both firms was 
shaken. 

In another case, the wife of a prominent doctor asked 
for an appraisal which she said was for insurance pur- 
poses, although it was learned later the real reason was 
just to satisfy her own curiosity. 

Her ring contained an imperfect center stone of poor 
color. The appraiser determined its value to be $500 and, 
as a protection to himself, made note of the fact that the 
diamond was not perfect. 

The customer was disappointed to know of this fact 


as the ring had been sold her husband as a high quality 
piece, containing a fine perfect diamond for the price of 
$650. She insisted that it was worth this amount yet she 
must have doubted its worth or she would not have used 
the second jeweler to check up on the first. 

Just recently a well-known Cleveland woman asked for 
an appraisal of a diamond ring purchased from an 
auctioneer in the East. 

In closing his high pressure deal the auctioneer made 
the statement, that the jewel had at one time been pur- 
chased from The Webb C. Ball Co. She was surprised 
to learn that we had never seen the ring before and said 
she intended to get her money back which we hope she 
had no difficulty in doing. 

Here’s a case that shows how the appraisal evil may 
work hardship to the jeweler in still another way. A 
friend of an executive in a large western jewelry estab- 
lishment walked into his store one day and during the 
course of conversation, casually asked him what he 
thought of the diamond ring he wore. 

The jeweler admired its design but remarked that the 
diamond appeared slightly off color to him. His friend 

_ left. 

Two days later the jeweler received a subpoena to 
appear in court as a witness in a lawsuit. His friend had 
been acting for a friend of his who had originally bought 
the ring from another jeweler who stated that the dia- 
mond was absolutely perfect and of finest blue white 
color. The appraising jeweler wasted two days of his 
time testifying in this case which meant nothing to him. 

Pages could be filled with accounts such as these, all of 


AISAL EVIL 


which go to illustrate the fallacy of criticizing or passing 
an opinion on merchandise that has been purchased else- 
where, and the injustice which it works upon the reputa- 
ble jeweler. 

Now, what are we going to do about it? One jeweler 
of my acquaintance, H. L. McDade, diamond expert for 
the Webb C. Ball Co., as a protection and buffer against 
unreasonable demands for appraisals, keeps at hand a 
printed form giving a list of appraisal rates to insurance 
companies and estates. If a customer is still insistent afte: 

(Please turn to page 69) 


A standard form for appraising diamond and fine jewelry has been recommended 
by the merchandising committee of the American Retail Jewelers Association, to 
include description and sketch of the stone or stones, the time, place and amount 
of the original sale, and a valuation based on retail replacement at date of appraisal. 
Fee for appraisal would be a percentage of the jeweler’s valuation. Such a form 
would make closer contact between jewelers and insurance adjusters, produce a 
bigger diamond replacement business, remove guess work, and clinch a fair fee. 
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GETTING YOUR MONEY 


by ROBERT E. GROVE 


Manager of a Finlay-Straus, Inc., jewelry store 
in New York City 


After a customer has left your store 
with merchandise your problem can be stated as follows: 


You wish to collect your money according to the 
terms agreed, with as little expense as possible, and 
without losing any goodwill. 


To accomplish this purpose it is necessary for you to 
have a system of handling your accounts so that you can 
follow them up intelligently. 

If you use a ledger card similar to those illustrated 
here, you can carry on your collection work with the same 
card. The information that is to be filled in is the mini- 
mum necessary to handle the account intelligently. 

Your accounts should of course be followed up regular- 
ly, at least every ten days. The terms and payment date 
should appear on each card. You will have many cus- 
tomers who, barring unforeseen circumstances, will ob- 
serve this date religiously. There will be others whose 
sense of obligation is not so strict but who will pay with 
satisfactory regularity. The balance of your accounts 
will be the ones that require attention. 

Let us review for a minute the two collection cases 
shown here. 

In example A you will observe that the terms are $7.50 
per month, due on the third of each month. We will 
assume that it was made very clear to the customer at 
the time of purchase that those are the exact terms to be 
met, and that there is no misunderstanding on his part 
as to the amount or the date. That is always important 
as has been duly emphasized before. 

The July payment was made as agreed but the August 
payment did not come in. After a short grace period a 
courteous reminder that the payment is due was sent. 
This action is notated on the margin “8/17—#1.” The 
number of course refers to the particular form which was 
sent. Five days later a letter arrives from the customer 


promising a double payment on September 3. This is 
notated on the card. 
On September 10 a payment of $10 is received. This 


is $5 less than agreed. However, it seems advisable to 
overlook the matter temporarily and not be too exacting 
in view of the fact that the current payment was made 
in full and at least something was sent toward the miss- 
ing payment. An experienced collection man will resolve 
right here to watch that next payment date very closely to 
see if this account is beginning to slip or if this was just 
a temporary lapse. 

On October 3 a letter is sent to the customer asking 
bluntly for the $12.50 that was due on October 3. On 
the fifteenth a payment of $5 arrives, and immediately 
the collection clerk gets busy. 

It is evident then that there is no prospect of this cus- 
tomer paying as he agreed. Letters back and forth will 
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accomplish nothing. On the sixteenth he telephones the 
customer and has a frank chat with him. After learning 
that sickness has caused the delay he suggests that the 
customer pay a small amount each week instead of wait- 
ing and trying to send a large amount at one time. The 
customer agrees to pay a minimum of $2 a week. 

Four more payments came in with fair regularity and 
then as a final spur to the customer the clerk telephones 
him on November 13 advising him that the auditors are 
due to check over the accounts and that he does not want 
this particular customer’s account to be in the delinquent 
file at that time. The customer responds by promising 
to have the account paid by the 10th of October. The 
last payment arrives on the 15th. 

This is a good example of a satisfactory account that 
caused a little trouble but which was coaxed along just 
enough to hold a tight rein on the case and yet not so 
tight that the customer would resolve never to patronize 
the store again. You might say that the man would have 
paid anyway whether he had been followed up in just 
that way or not. That probably is true, but the average 
is against you on such leniency. Keep in mind that when 
a man finds it difficult to pay you he is also finding it 
hard to pay the grocer, the electric company, the landlord, 
and many others. If you are going to be the “good fel- 
low,” you will be the last one he will think of. 

The other case which is illustrated required a little more 
effort. Here the terms are $10 per month due on the 
10th. Note that for three months the payments were 
made promptly. The September payment was missed and 
ten days later the first notice was sent. No reply was 
received. After the October date passed without a pay- 
ment a letter asking for the $20 arrears was sent. When 
no response was received in ten days the clerk telephoned 
the customer at his place of employment and learned that 
he was no longer working there. He immediately tried 
to reach him at his home and found that the telephone 
had been disconnected. 

The next step in such a situation is to send an investi- 
gator out immediately. The investigator learned that 
the customer and his wife were living with his mother 
and that he expected work soon. He offered to return 
the ring but his mother agreed to make the payments 
herself beginning in November if the company would let 
her son keep the ring. This of course was agreed to, and 
the account was eventually settled. 

It is quite evident that this case could have been pro- 
longed indefinitely if prompt action had not been taken. 
Delay in collection action is often the chief cause of a 
charge-oft. 

Note that in each of these examples all collection con- 
tacts were notated on the card; that no particular pres- 

(Please turn to page 68) 
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ON TIME 


Camera Guild 


@ A “friendly understanding’ with the 
customer solves many a case of irregular 
pay and eases the jeweler’s ledger worries 
Immediate left, ledger card recording how 
a frank chat coaxed along a troublesome 
account. Lower left, ledger card show- 
ing how action prevented a charge-off 
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Summarizing This Series About 
Operating a Credit Plan 
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ignotur POSTED BY er p . 
st —- | CREDIT | BALANCE e ——— This is the last of the current articles by Robert E. 
| oare | cH — - 20% Grove. Perhaps it might be well to mention each 

= a briefly to point out the thought behind the series. 


co = 
= The first stressed the need of a proper perspective 
oo. 
Vit 3 ow 
oo 
Os 
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— og.= 
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cod 


1 

2 

3 and the danger of a jeweler expecting too much from 

4 te oe 2 he are the establishment of a budget system. It was further 

5 d "20 & emphasized that the only sure way to success in this 

6 lah 0 L0— field is to adhere to the methods that have proved 

7 | she yo 2. — ig Come practical in the past. 

8 | sie The second article discussed the credit application, 
9 the importance of details, and the need of a thorough 
: wes Asé. understanding of those de‘ails. The third sought to 
: 1 lo retiven simplify credit judgment by reducing the problem to 

idt the consideration of three questions. 

This last article discusses collection effort as a 

3 - simple problem of reaching an understanding with 

the customer and holding him to that understanding 

15 10 as closely as is practicable. 

16 The method used throughout was that of practical 
7 examples with enough generalization to bring out the 
18 reasons underlying the various steps from the applica- 
19 tion to the final collection. Many bits of information 
20 | have necessarily been omitted. However, it is hoped 
2 that this series coupled with those articles which ran 
22 last year have been sufficiently informative to give any 


interested jeweler a working knowledge of what credit 
is all about. 





PAUL ALLL LA LULU LLU ALUKA ULLAL LU ULLAL ALU LA LLL LLL 
THE JEWELERS’ CIRCULAR-KEYSTONE 57 
for October, 1938 





























ACK from the seashore—back from the mountains: 
Back to school—back to work. 


Vacation season is over, convention season is over, and it is time for all of us to 
put into effect plans to cash in on a big fall volume of business and build for a profit- 
able holiday gift trade. 


Speaking of conventions, the American National. Retail Jewelers’ convention was 
more beautiful than ever. The National Wholesale Jewelers’ Association had an 
important meeting at which many timely subjects were discussed and appropriate 


action planned. 


The National Association of Credit Jewelers has just outdone itself in a conven- 
tion where the attendance, enthusiasm and general pep exceeded anything heretofore 


witnessed by the writer. 


Everywhere I am running across signs of a resumption of business activity. Bank- 
ers who keep their ears close to the ground report decided improvement in a number 


of basic lines of trade. 


In addition to which, we have the natural demand for many retail lines that is 
part of the fall picture and makes for seasonal volume, and back of that the splendid 
foundation on which our industry rests—the fact that it caters to the better side of 
the human race, that we handle those goods of beauty and artistry that always have 
an appeal and which you and I know will be purchased and given this season to sym- 


bolize the finest sentiments. 


Our business goes further back in its history—is more firmly rooted in human 
hearts—than any other. 

We are in a happy business, an uplifting business, and a business that I know is 
going to be very active this season. 

I find that leading jewelers everywhere are taking this same view of the situation 


and are more conscious of their window displays, their advertising and their merchan- 
dising, and their plans in general, to get their share of the Christmas dollars. 


Ae Thy Kol hyle 


Vice-President. 
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Her Royal Highness 





= “I've a great idea.” An Eastern 
d jeweler said. ‘You've probably 
noticed that almost every state in the 
Union, every resort section, every manu- 
facturing industry and practically every- 
body else has a publicity queen at some 
time of the year. 
“I'll let you in ona plan I started several 
months ago. People are always interested 





Top, left to right: PARTY QUEEN, SUMMER SPORTS QUEEN, BOUDOIR QUEEN, 


in those pretty queens who pose for their QUEEN OF JEWELRY. Bottom: LAMP SHADE QUEEN, APPLE BLOSSOM QUEEN 
photos in all the publicity stunts from 
coast to coast. “But I don’t have to spend much time 


“I follow the papers closely and as soon _— worrying about how to tie-in with these 
as I see a new one, I get in touch with the = queens. The publicity men who sponsor 
people who sponsored the publicity. They them are always willing and very able to 
are glad to let me have photos of theirqueen. _ give me all the help I want. 

“I then arrange a tie-up campaign using “I recommend this plan to every aggres- 
articles from my stocks. The cotton and __ sive jeweler in the country. For attention 
rayon queens, for instance, helped me sell — value, there’s nothing better; for timeli- 


new jewelry for clothing-ensemble acces- _ ness, it’s a natural; and you'd be surprised 
sories. The hotel and resort queens are fine how much hard-to-sell merchandise can be 
for pushing winter-vacation jewelry items. moved in this way.” 





Wadsworth 


The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
Chicago, 35 East Wacker Drive. 








— —— 
= ———— _— 





THE JEWELERS’ CIRCULAR-KEYSTONE 59 
for October, 1938 











FIRST PRIZE 


@ This attractively 

designed Thanksgiving 

window, with its sneaf 

of wheat and festive 

silver, won honor for 
its creator 


WINDOWS TO SELL SILVER 


Retail jewelers who attended 
the recent ANRJA convention found in the exhibit of the 
International Silver Co. a wealth of helpful ideas for 
windows featuring silverware. 

An actual jewelry store front was constructed in the 
exhibit, with six display windows of various shapes and 
sizes among which every retailer could find at least one 
or more similar in dimensions to his own. Each of these 
windows carried an attractive display of silver, and each 
was changed twice a day, so that a total of 50 different 
window settings was shown. 

To provide originality and variety of ideas and treat- 
ment, the work of creating these windows was not en- 
trusted to any one person, but was conducted as a prize 
contest among the graduate students of the New York 
School of Display, of which Polly Pettit, known for her 
displays for Black, Starr & Frost-Gorham, Inc., from 
1927 to 1936, is director. Mrs. Pettit was ably ass‘sted 
in the operation of the contest by Mary Ann Fraser, art 
director of the school. Twenty contestants participated, 
executing the displays while visiting jewelers looked on. 

Windows were judged by a committee of three, Leonore 
McArthur of Jenkins & Co., Richmond, Ind.; Myron 
Everts of Dallas, Texas, new president of ANRJA, and 
Alexander S. Vincent, secretary of the Sterling Silver- 
smiths Guild of America. 

THE JEWELERS’ CIRCULAR-KEYSTONE presents here 
the three prize winning exhibits. First prize went to 
Benjamin King for his Thanksgiving display of Interna- 
tional Sterling shown across the top of the page. Second 
prize was awarded to Gertrude Holbrook for her simple 
and beautiful arrangement of Talisman silver by Wm. 
Rogers & Sons, pictured at upper right. Third place was 
captured by Mary Cashman for her display of First Love 
by 1847 Rogers Bros., shown in the lower right hand 
corner, 

Several other windows were considered so close in ex- 
cellence to the three prize winners that a special honor- 


(Please turn to page 91) 


by JOSEPH GRAYBILL 





SECOND PRIZE. . . An artistic and simple arrangement of Talis- 
man silverware, with a basket of Talisman roses. 





THIRD PRIZE ...A brilliant display of the First Love pattern, 
making use of decorative aids available to every jeweler 
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will Focus on PEARLS This Fan.. 























Nationally advertised 
- November Ist issue 


VOGUE 


Display MIKIMOTO CULTIVATED PEARLS and you will build a 


clientele to be proud of — one that will materially increase ycur business. .... 


If a visit to one of our offices is not con- 
venient, we invite your inquiry by mail. 


K. MIKIMOTO, INC. 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 


630 Fifth Ave., New York 
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by |. H. LAPIDUS, director 


l'Officiel de la Bijouterie & Accessoires, Paris 
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Utility Keynotes 
New Watchcase Design 


OO often in the designing of women’s watchcases the essential fact is lost sight of, that even 

an ornamental watch, although an article of jewelry, is primarily a device for the measuring of 
time. The extreme elaborateness and ornateness of some watchcase designs seriously lessen the 
value of such watches from the utilitarian point of view, whereas use should be the dominating 
theme and reason in the design. 


The modern trend in the ornamentation of objects of a useful character is toward the 
logical subordination of the decorative theme to the utility features of the object. Excellent 
examples of this tendency as applied to fancy watches are shown in the accompanying illustrations 
of a few of the modern watch models which are included in the first edition of “l’Officiel de la 
Bijouterie & Accessoires” of Paris. 


The partly flexible baguette and round brilliant-set watch at the left typifies the perfect 
simplicity and refinement of line and form which set the modern type of gem-set watch apart from 
the excessively ornate “gingerbread” embellishment of many of the gem-set watches of the older 
variety. The inclined dial for greater convenience in time reading is an added practical feature. 


Another example of added practical utility is the clip-on double case model shown in the 
center. This consists of a container pocket and a separate watch of severely simple lines. The 
watch is easily removed from the container for time reading and slipped back again in the manner 
of the masculine pocket watch. It is a decided improvement in utility over the ordinary clip-on 
watch and the regence (fob) watch pendant. 


A third instance showing the trend toward practicalness and utility is the extensible ruby- 
trimmed pendant watch bracelet. The hard rolled watch band of the bracelet acts as a spring, 
permitting it to be slid on and off the wrist without any mechanical device, such as a clasp or 
lock, being required on the bracelet. 
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Getting Your Money on Time 
(From page 56) 


sure was used in obtaining payment; and that the effort 
was directed toward gaining a friendly but definite under- 
standing with the customer. 

Each of these points is important. If you fail to write 
down on your card just what occurs during the course 
of the account you will not collect efficiently. Wasted 
effort costs money and results not only in an exorbitant 
collection expense but in a longer close-out period. 

In regard to exerting pressure, there is no necessity for 
it in most cases. Just remember that practically all of 
your customers are honest, and at worst are guilty merely 
of negligence and a certain amount of irresponsibility. An 
attitude of courtesy and polite firmness is not only the 
most gentlemanly but also the most effective policy. 

As for “a friendly understanding” this is the only prac- 
tical thing for you to do whenever you come upon special 
circumstances such as in the two cases just illustrated. If 
you are frank with the customer he will usually be just 
as frank with you. If he feels that you are fair and will- 
ing to compromise terms he will in most cases meet you 
half way. But if he gets the impression that you are 
censuring him for what he considers difficulties which he 
could not have foreseen, he will often get obstinate and 
give you considerable trouble. 

There will be instances of course where customers will 
offer excuses which are nothing more than alibis to cover 
up their own negligence. They will usually give them- 
selves away, however, in one manner or another if you 





| are properly alert. 

There is one type of account in particular which will 
| be handled best if a frank understanding can be reached 
with the customer. That is the so-called “slow-pay”’ ac- 
count. 

You will have several kinds of slow-pay accounts and 
all are troublesome. Some weekly accounts will pay you 
with’ about 75 per cent regularity and you will face the 
dilemma of trying to retain the account of a satisfactory 
customer and at the same time improving your collection 
percentage. In many instances you will be able to do 
nothing about it. 

Weekly accounts that pay you only twice a month, or 
monthly accounts which pay only half of the agreed terms 
are in a different class. ‘There is no reason at all why 
you should not have a blunt understanding with such 
customers at once, and even suggest the return of the 
merchandise if the customer is unable to meet the require- 
ments. 

The chief essential of efficient collection work is prompt- 
ness. As pointed out in the two examples discussed above, 
the success of the collection effort was not due to any 
brilliant coup, but to simple, prompt and sensible pro- 
cedure. This is true of every case. Each presents a dif- 
ferent set of circumstances, but if each is handled with 
realistic common sense little difficulty will be encountered. 


Port WASHINGTON, W1s.—House-to-house solicita- 
tion by salesmen is virtually prohibited by an ordinance 
passed last month. Before a solicitor may call, he must 
obtain a permit at the city hall. The householder, in turn, 
must file a written notice at the city hall that he wishes 
to be called on by this particular agent. 
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Let’s End This Appraisal Evil 
(From page 55) 


a tactful effort by Mr. McDade to avoid an appraisal, 
he is handed this price list with the remark that apprais- 
ing is an expert service for which these rates are charged. 
This usually discourages those who are actuated by mere 
curiosity, or who are merely trying to find out whether 
the price they have paid or are asked to pay in another 
store is too high. If they still want an appraisal, it is 
made thoroughly, and the store at least receives some 
revenue for the service. 

Some jewelers simply refuse outright, though as tact- 
fully as possible, to make any appraisals whatever, except 
for estates, insurance companies, and the like, and say 
that they do not find that they suffer by following this 
policy. 

Others make exceptions for regular customers, or in 
the case of old jewelry. However, this latter is not a 
complete safeguard, for even an old piece may have been 
newly purchased by its present owner. Some firms require 
that if an individual asks for an appraisal for insurance 
purposes he must present a filled in blank from the insur- 
ance company, which is then charged by the jeweler for 
his service. 

All of these methods are helpful. The thing that counts 
is not so much the exact method as a little courage and 
backbone on the part of the jeweler. And the jeweler who 
politely kt .. firmly lets the public know that he will not 
let himself be used as a tool to help questionable competi- 
tors sell their goods at his expense or by trading on his 
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Unmounted Star Sapphires, 
ranging in colors from ex- 
quisite pale tones to deep 
blue—also mounted in clips, 
in cuff links, and in rings for 
men and women. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1938 


608 FIFTH AVENUE 


reputation, will soon find out that instead of hurting 
himself he is actually strengthening himself in the pub- 
lic’s estimation and building invaluable prestige for his 
store. 


Demand from American Buyers Raises Price of 
Diamonds; Upturn Viewed 

LON DON.—Despite events in Czecho-Slovakia, there 
has been considerable activity at the Antwerp and Amster- 
dam diamond markets. The first week of September 
witnessed a considerable number of buyers, practically 
all American, at the cutting centers. Backes & Strauss, 
diamond merchants here, understand these American 
diamond men are buying heavily. The stones being ac- 
quired, it seems, are fine quality small brilliants, medium 
and good quality white mélees and white sizes from 
quarters up to carat stones. The demand in this section 
has resulted in an appreciable rise in prices. 

Some very important transactions were concluded the 
latter part of August by the Diamond Corporation at 
prices which foreshadow higher rates for the polished 
stones in practically every quality. The recent large pur- 
chases on American account of polished goods at Antwerp 
and Amsterdam has resulted in a depletion of stocks of 
all sizes in the better class stones. This, together with 
the decided shortage of good quality rough, is causing 
diamond prices to advance sharply. 

If the clouds in central Europe are dispersed and the 
Sudeten German problem settled satisfactorily, an im- 
portant upturn in business is certain. 













Gems of Unusual beauty and 
value — available from our 
stock at all times. We are 
prepared to cooperate with 
you, on whatever your re- 

quirements may be. 


JEROME RICHHEIMER 


NEW YORK. 
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Importers and Cutters of 


DIAMONDS 


608 Fifth Avenue, New York 


* ace Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—833 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 














DIAMONDS 





Round, Emerald-cut and Marquise, in all sizes, available for 
your approval. All our stones are cut in our own factory. 


LOUIS GURFEIN & SON 


608 Fifth Ave. New York, N. Y. 


Western Representative 


GEORGE PILZER 





ANTWERP 31 North State St. SOUTH AFRICA 
76 Rue de Pelican CHICAGO, ILL. 76 Church St., Kimberley 
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Gem opals from a collection recently purchased in England by William V. Schmidt Co., Inc. All but one are of the “black” type and 
exceptional examples. Emerald green and deep blue flashes pepper the gems at left and right center and third from the left below. A bold 
play of red and other hues distinguish the rest. 


Opals Are “Captive Rainbows” 


by C. E. PASKOW, President 
William V. Schmidt Co., Inc., New York 


1” look into an opal 
is to see a rainbow. No wonder Pliny, the Roman, was 
so enthusiastic about this gem—which within one stone 
combines the burning red of the ruby, the glorious green 
of the emerald, the majestic blue of the sapphire and a 
myriad of other colors to enchant the beholder. As 
Ruskin says, the opal ‘“‘presents the most lovely colors in 
the world except in the clouds.”’ One of the luckiest 
women in history, Queen Victoria, was especially proud 
of her opal collection. 

And what a pity that a gross misinterpretation of a 
novel, and an artificially created superstition in the last 
century, should produce a temporary distrust for this gem 
in the lay mind. Who knows but what this false accusa- 
tion so rankled the gods that, to give answer to those 
who would blaspheme the opal, they sent them forth from 
Australia in such a flashing, sparkling, scintillating pageant 
of rainbow hues as to challenge each and every other gem 
for man’s esteem! What a dramatic entrance on the 
world’s gem stage! And from “way down under”! How 
eloquently they spoke to connoisseurs and beauty wor- 
shippers everywhere! “I, and I alone, am the all in one.” 
No longer would the opal stand falsely accused as ‘“‘un- 
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lucky Man, a just judge, investigated and found the 
charge baseless. 

And now the opal again takes its place among man’s 
most prized possessions. We know of nothing to match 
the offer of $150,000 refused in 1855 for the gem speci- 
men in the Vienna museum, but in recent years several 
opals have found new owners at commanding figures; full 
vindication for the opal! The opal is not unlucky. 

According to the nomenclature common to the Amer- 
ican gem and jewelry trades, opals may be broadly classi- 
fied into four general groups. (Most opals contain matrix 
or silica not thoroughly “opalized,” which effect their 
transparency. Names specify types, not necessarily source.) 

A. “Opal” or “Hungarian opal,” or “white opal” have 
white (or near white) “body” color—translucent to semi- 
transparent. 

B. “Black opal” or “Australian opal,” or “Australian 
black opal”—‘“‘body” color not white (or near white), 
semi-translucent to opaque. 

C. “Mexican opal”—‘“body” colorless or any color, 
usually transparent to translucent, often called “watery” 
type. 

D. “Nevada opal’’—‘“body” any color, transparent to 
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translucent, described as ‘‘glassy’’ in the trade. Brittle 
characteristics usually apparent. 

Other opals and partially opalized minerals are not 
classified as they are not often met in trade. 

1. What is opal? 

A natural mined stone showing characteristic play of 
color. 

2. What is derivation of ‘‘opal”’? 

Latin “Opulus” from Sanskrit “Upola,” meaning “‘pre- 
cious stone.” 

2a. How is opal i onan ee 

Kither ‘“‘o-pul” or ‘‘oh-pal.”’ 

3. Where -.are fine of commerce mined ? 

Australia (also Mexico). 

4+. When were opals discovered in Australia ? 

1880—Hungarian type; 1902—Black or Australian 
type. 

5. Where was the source previously ? 

Hungary, but mines were practically exhausted and 
abandoned in the 1880's. 

How do new “Hungarians” differ from old ? 

“Hungarian” from Australia has darker ‘‘body,”’ prob- 
ably due to bitumen (organic decay). 

6. Do gem names always denote source? 

No, identify types, though name is often derived from 
first known source. 

7. Were opals known to the ancients? 

Lucky stone of the Romans. Pliny ranked opal next 
to emerald and described it as embodying in one stone 
the colors of many gems. 

8. How were opals regarded then? 

Wearer was beloved of God and man, preserved from 
disease. In Queen Elizabeth’s time called “ophal” or eye- 
stone used to cure certain tropical diseases. Lucky stone 
for October. 

9. When did the false ‘‘unlucky”’ idea start ? 

Ninteenth century—due to careless reading of Sir Wal- 
ter Scott’s novel “Anne of Geierstein” (1831). The 
enchanted princess wore a Mexican opal in her hair. 

10. Did Scott intend to convey that idea? 

No there is no basis for such erroneous interpretation. 
The princess could have worn a ruby or other gem with- 
out altering the story. 

1. Are opals valuable today? 

Gems bring $50 to $500 per carat. 

12. Which opals are most valuable? 

Blacks from Australia, only known source. 

13. Are “black” opals necessarily black ? 

No, name applies to those with any “body” color except 
white (or near-white). 

14. What about the supply of fine blacks? 

Present mines are about exhausted. 

15. On what is the value of opal based ? 

Beauty, especially of play of color, red preterred. 

16. What causes play of color in opal? 

Interference of light reflected from various layers—due 
to minute cracks or to variation in water content similar 
to soap bubbles or oil film on water. 

16a. Is play of color called opalescence ? 

No, opalescence consists of pearly reflections from in- 
terior of stone. Cheap opals (and moonstone) show 
opalescence only. 

17. Do the colors flashed actually exist in opal ? 
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No, visible only in reflected (not transmitted) light. 

18. Is there a synthetic opal ? 

No, nor is there a successful imitation. 

19. How are opals mined? 

By hand pick in shallow pits, usually under 25 feet 
deep. 

20. Does opal have a “definite crystal shape?” 

No, amorphus, sometimes taking shape of twig, bones 
or shell in which it formed. 

21. How do opals look when mined? 

Irregularly dispersed in and attached to its matrix 
(mother-rock ). 

22. What is the composition of opal ? 

Silica (about 90 per cent) and water. 

23. What stones are almost pure silica? 

White sand, quartz, crystal, onyx, agate, amethyst and 
ordinary topaz (citrine). 

24. How is opal formed in nature? 

Opal is a solidified jelly. Silicate minerals decomposed 
by hot water produce jelly, which expands and cracks on 
cooling rock cavities. New jellies deposited on top cause 
variations in the solidified opal, hence interference layers. 

25. Is matrix always removed to cut gems? 

No, matrix itself is often attractive. 

26. Are “pure” opals common ? 

Nearly all opals contain matrix or some silica not thor- 
oughly “opalized.” 

27. What is “‘opal doublet’’? 

Thin layer of opal cemented to matrix or onyx or other 
base. 

28. Are opals cut only cabochon or flat? 

A translucent opal of solid color may be cut brilliant 
(faceted ). 

29. How heavy are opals? 

Diamond is nearly twice as heavy. 

30. Are opals durable? 

Given care, especially against “drying out,”’ opals wear 
for centuries. 

31. What causes cracking ? 

Loss of moisture due to heat, etc. 

32. How may cracking be prevented ? 

Immersion or coating with (olive) oil. 

33. Does oil improve “crazed” or cracked opals? 

Depends on extent of “crazing.” 


Feature ‘“What to Give Him” 


(Frem page 51) 


the “‘paste” atrocities used in the past. Most important, 
the jeweler cannot be satisfied to be a believer in style; 
he must be a living example of style, and wear the latest 
merchandise he has in his stock. He must further con- 
vert any clerk in his organization who might not be 
wearing a scarf pin, or who has not seen fit to buy a 
couple of shirts with French cuffs. 

“If you come out to my house any Sunday you'll find 
me looking like a dirty ashman,” says one of the most 
successful clothing salesmen in one of New York’s Fifth 
Avenue haberdasheries. ‘““My wife fusses and fumes 
about it, but I just love it, because for six days of the 
week I must be a clothes horse here. I’m not a fancy 
dresser, but I’m perfectly willing to dress in the height of 
fashion when in the store, because it pays in commissions.” 

(Please turn to page 75) 
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NEW. . . Importations in 


CULTURED PEARLS 


“New High” 
color, lustre 


that reach a 
in beauty of 
and shape! 





Prominence has been given to Cultured Pearls as a 
chic accent to their loveliest fashions. This fall will 
see an increasing demand for Imperial Cultured Pearls 
for every occasion. Women will wear them for sports, 
afternoon and evening. 


The jeweler will find us ready to supply him with a 
scintillating variety of strands in a flawlessly beautiful 
line that offers real opportunities for profit. 


Write for your sample of attractive illustrated 
“educational'' booklet which tells the fasci- 
nating story of Imperial Cultured Pearls. We 
will supply you with a sufficient amount of 
these booklets to serve as ‘dealer helps'' with 
your order. 


IMPERIAL PEARL SYNDICATE 


607 Fifth Ave., New York @ 5 North Wabash Ave., Chicago 


Division of 


THE AMERICAN JEWELERS BUREAU, INC. 

















In support of the New York and Brooklyn Federation 
of Jewish Charities on behalf of the 116 health and 


welfare institutions affiliated with the two Federations. 


These 116 agencies are equipped to meet’ every 
human need from infancy to old age. They provide 
the great bulk of Jewish welfare services in Greater 


New York. 


More than a quarter of a million men, women and 
children are served by these institutions every year. 


THE TRADE’S ANNUAL DINNER WILL CON- 

TINUE ITS TRADITION OF LOYAL SUP. 

PORT TO THE COMMUNITY’S WELFARE 
STRUCTURE 


IRA GUILDEN AARON SVERDLIK 
Chairman, Jewelry Div. Chairman, Dinner Com. 





Co-Chairmen: ALEXANDER E. ARNSTEIN, BENJAMIN EICHBERG, ELIOT P. HIRSHBERG, MILTON WEIL 
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Feature ““What to Give Him” 
(From page 73) 


Jewelers and their clerks should adopt the same siti- OT, ' 
tude, and wear fine new things, not only in the store, but | i ty A Po 
in their social life. Is there a better way of putting | 
the stamp of approval on jewelry, providing of course, | 
that the jeweler himself knows what and when to wear it? 
The history of men’s jewelry in the recent past is a | 
short one and a sad one: French cuffs went out of favor | 
because shirt cuffs were made more cheaply with mother- 


of-pearl buttons; watch chains, waldemars and fobs dis- 
appeared with the rise in popularity of the wrist watch; 








expensive gem-set scarf pins went into hiding with the Im po rte rs 
hard days following ’29, and any other jewelry which 
was not cherished for sentimental reasons went into the of 


refiner’s melting pot. , 
Stocks in hand were reduced as fast as possible, and, D d 
because demand fell off, few additions were made to the I a mM O Nn S 
line. Consequently, a great many jewelers have had a 
pretty sorrowful assortment to offer. | 

However, gold-plated and gold-filled jewelry, in the 
moderate-price range, began to make a real impression | S i x E S 
in the men’s fashion picture within the past decade, 


in all 


being widely advertised. and 
Haberdashers seemed to be more alert to the possibili- | 
ties than jewelers, many of whom had been accustomed | S H A p E S 
to stocking only jewelry of 12, 14 and 18-karat quality. | 
Haberdashers and department stores used combination | Memorandum Selections Upon Request 


sets of cuff links, collar bars and tie holders in association 
with every window display of shirts, and kept complete 
lines on view at the tie counter. 

While a blanket indictment might be leveled at the 
retail jewelry trade for its failure to vigorously promote 
the sale of men’s (and women’s) jewelry with a low 
gold content, a sizable part of the trade has been awake 
to the possibilities. 

One notable example of progressive jewelry store enter- 
prise with the display of men’s jewelry was that of the 
great Chicago house of C. D. Peacock. These jewelers 
took a lesson from the haberdashers’ technique. Going 


























to a well-known shirt concern, the jewelers were supplied w/, 

with a number of men’s shirts made up in miniature. SO- 

A large window was then arranged with suggested | A Fine Selection 
jewel hich might b ith the shirts. This dis- ' iT 
jewelry which might be worn wi e shirts is dis of DIAMOND MOUNTED 


play created many sales. 

This is a standard formula for every men’s store and 
department store in the country, but how few jewelers 
have ever taken the initiative to borrow shirts or hand- 
some tie fabrics to make the background for a real men’s 
jewelry window? 

The interests of the retail jeweler have been furthered 
in more ways than he realizes by the manufacturers of 
moderately-priced jewelry. One of these manufacturers, 
perhaps the best known to the man on the street because 
of the incessant advertising program, carries in almost WHITELANM RROTHERS 
every advertisement the line “—at Jewelers’, department Dinmend Importers & Chien 3 
stores or men’s shops.” Note the order. 48 WEST 48TH SIL.N.Y.C. BRYANT 09-0122 

Can any jeweler afford to pass up ready made sales 
resulting from the tremendous force of millions of daily, 
weekly and monthly impressions in selected publications ? 
Little sales effort is required to close a sale when a woman 
brings to the store a clipping from a magazine and asks 
to see the item illustrated. The price of the article is 


PLATINUM JEWELRY 
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* * & SALES-STARS 
in HOLIDAY JEWELRY 


by Lampl... 


* 


‘‘Versatelle’’ 


New Cigarette- 
Compact 
Combination 


Enchantaire 
Series 





* This smart, new case (U. S. Patents 2,085,502 and 
2,117,671) has been designed expressly for the jeweler— 
not sold to drug stores. .. . Above is an illustration of the 
"Versatelle" compact, opened. Notice the comb secreted 
in base. 2 rouges. Leakproof powder compartment. Sec- 
tion, under the swing mirror, stores full supply of cigar- 
ettes. Compact, convenient—yet amazingly light in weight. 
Wide choice of exquisite designs. 


Fashion 
Ornaments 





* Elegant New Fashion Ornaments—in Solid Gold em- 
bellished with precious stones. . . . Also a selection of 
Sterling Silver costume creations—in the Danish influence. 
These, too, are studded with genuine stones. 


Charms— 
of all types 





*& Newest and Smartest in Gold or Silver charms of all 
descriptions—to appeal to all tastes. . . . Some humorous, 
some mechanical, some sentimental—all exquisitely made. 
WRITE FOR NEW 17 PAGE PORTFOLIO OF LAMPL 
CHARMS. 


Walter Lampl 


Creators of the Unusual—As Usual* 
* Reg. No. 13280 


20 West 47th Street @ New York 





fixed in her mind. It is up to you, the jeweler, to see that 
she makes a jewelry purchase in a jewelry store. 

In the instance at hand it is easy to imagine how easily 
such a sale can be “plussed.”” If the prospect has a pair 
of cuff-links in mind it is practically a foregone conclu- 
sion that, with the proper suggestion, a collar bar, cravat 
chain and money clip in the same design will go out of 
the store with the customer. ‘There is no earthly reason 
why another set in karat gold cannot be suggested by 
the jeweler if the customer has a few more dollars to 
spend on her gift. 

We do know, too, that women provide us with most of 
our store trafic. Women are largely responsible for the 
jewelry men are wearing, and we are not kidding our- 
selves when we.say that women prefer to buy in a jewelry 
store. 

A man, although he is becoming more conscious of 
style trends, thanks to Esquire, Bachelor and other men’s 
publications, is primarily thinking of utility. He might 
well be buying a complete set because he has need for 
a mere collar bar. He is more inclined to spend the few 
extra dollars which may be burning his pocket for some 
gift for the “missus” or for one of the kids. The sale of 
a better quality set can be traded-up, too, by the jeweler, 
if the jeweler can get the man into his store. 

Plated jewelry today, in nationally-advertised lines, is 
not “cheap’’ and jewelers need have no reluctance in pro- 
moting it. Sales of sets, ranging from $1.50 to $8.50, 
should mean “repeats,” since they are highly stylized and 
subject to change every few years. It is safe to say that 
the quality of this merchandise will outlast the run of 
the style. 

Milton Berger, a jewelry retailer in Evansville, Ind., 
who sells probably three times as much moderately-priced 
men’s jewelry as most jewelers carrying the same type 
of merchandise, stresses the fact that merchandise of 
this kind should be kept segregated from other stocks and 
always be shown in the same display unit. 

There are those people—and plenty of them still in 
business—who use a hackneyed expression to the effect 
that men’s clothes never change. Those are not the 
people who would consider paying $50 per seat to witness 
a style show such as that conducted by Esquire. 

Most assuredly men’s clothes change, and that quite 
definitely, from year to year, and from season to season, 
and naturally accessories must be in conformity. Even 
such a prosaic object as the humble collar button changes. 
Hundreds of dollars were spent last month by one manu- 
facturer to introduce to the trade a revolutionary collar 
button—one with an elongated button, designed to hold a 
necktie in place. 

Pale coral studs and cuff links for evening dress made 
one of the fashion notes at the aforementioned Esquire 
style show. At this show, and at the jewelry fashion 
show conducted at the ANRJA convention in August, 
by the Jewelers Publicity Committee, sporting motifs in 
jewelry were in greater evidence than ever before. Watch 
fobs, brought back a year ago, have made a start, but with 
the right sort of promotion by the jeweler, they promise 
to become a major item of jewelry. 

Jewelry shown on page 51 courtesy of William Barth- 
man, New York. 
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95% of Jewelers for Fair Trade 
(From page 49) 


or should they, to allow for competition, establish a legal 
minimum price lower than the list price? This in sub- 
stance constituted another question, which has evoked 
considerable controversy in the jewelry as well as other 
trades. The survey reveals that a three-quarters majority 
of retail jewelers favor definite prices at the standard 
quotations while only one fourth approve of the estab- 
lishment of more flexible standards. 

Another very controversial question is that of the 
carrying charge for credit sales. This question was asked 
the trade in the more general form of whether different 
prices should be applied to cash and credit sales. Opinion 
on this is divided as 57 per cent of the answers pleaded 
for equality and 43 per cent voiced themselves as in favor 
of a differential. A higher percentage of credit jewelers 
than cash jewelers declared themselves against price dif- 
ferentials. 

The trade-in allowance plays a major role in some 
jewelry store lines and in the opinion of most of those 
replying is a real menace and one of the paramount evils 
of the whole set up. Yet there is a strong feeling that it 
could be outlawed on price maintained lines, or at least 
an effort should be made to remove its poison teeth by 
limiting these trade-in allowances through maximum 
clauses in fair trade contracts. 

In general the straightforward answers which this 
questionnaire brought forth were illuminating, but more 
interesting were the numerous, pertinent comments and 
suggestions offered by retail jewelers of which a sym- 
posium follows. ‘They indicate that the jeweler is very 
much alive to the situation and while apparently he does 
not hope for the millennium, he seems to be optimistic 
for the final result. 


OPINIONS FROM THE TRADE 

A Middle Western medium sized jeweler: “Price 
maintenance has a stabilizing effect on the consumer by 
establishing confidence in the merchandise as well as the 
retailer and manufacturer.” 

A Minnesota retailer: “(Our customers seem to prefer 
merchandise on which they know the price is right and 
they can buy it just as cheap in St. Cloud as in Minnea- 
polis.” 

A large California concern: “We like it but in order 
to stimulate sales it may be necessary to put on a special 
occasionally.” 

A Tennessee jeweler: “If there is going to be an 
established price it should be a 100 per cent markup be- 
cause with a larger markup an installment house can 
outsell and out advertise us. We are particularly referring 
to resale prices of certain big houses whose markup is so 
high that it is all in favor of the installment store, unless 
the cash jeweler is allowed to sell cheaper.” 

A large Colorado jeweler: “A considerable amount of 
bootlegging and illegitimate merchandise where the manu- 
facturer has not signed Fair Trade contracts.” 

A large Oklahoma retail jeweler: “Prices and products 
being equal, customers naturally would fall into channels 
where best service and most satisfactory repairs are 
found.” 

A large Philadelphia store: “Maintenance of resale 
price is wonder—no two ways about this question.” 

(Please turn to page 89) 
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Fall and Holiday Sales Leaders 
Hi-Marc 
Marcassite Brooches 


Fashionable 
Designs, 
Quality 
Unequalled, 
Floral and 
Initial 


Centers 
Sterling ... $12.00 
Gold Filled $15.00 


No. 03 


Sterling 
Silver, 
Rhodium 
Plated or 
Gold Filled, 
Set with 
Genuine 


Sterling ... $12.00 2 
Marcassite 


No. 068 Gia Filled $15.00 


Retail 
from 
$4.50 


to 
$44.00 


Sterling ... $19.50 
No. 0500 Go)4 Filled $22.50 


KEYSTONE PRICES 
Ask us for New Catalogue 
SOLD THROUGH WHOLESALERS 


ISKIN MANUFACTURING CO. 
Main Office and Factory 
740 Sansom Street, Philadelphia 
New York Office, 9 Maiden Lane 
Chas, S. Bruder, Manager 











p detga® in sterling introducing — 
Z sere note and a refreshing charm to 
intemporary silver. The recurrent rhythm of | 


Becee! border for the tapering center panel” 


= but awaits your monogram to person~ a 




















Sales! 


Backed by 14 dramatic 
Ads —5 full pages in 
color, the schedule runs 
steadily from Sep- 
tember 20th through the 
Christmas season. 


SP 


Give Greenbrier your 
support. Utilize the gor- 
geous window displays. 
Use the free newspaper 
mats. 


OI 


Gorham’s Fall cam- 
paign covering the 
country will work for 
you. Stock samples 
bring promotion mate- 
rial free. 


Onder Today! 
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Club Plan Boosts Silver Sales 


Here's a Merchandising Scheme that Gives Three Major Benefits. 
It Stimulates Sales——It Builds Good Will——It Creates Store 
Traffic. 


by O. F. FERBER 


4d 
Give a woman some silverware 
and she will prove one of your best salesmen,” is the idea 
that Koerber’s, Fort Wayne’s oldest jewelry store, has 
used in developing its unique “Silverware Club Plan.”’ 

Various manaufacturers and merchants have used a 
similar idea in the direct selling field. However, since 
these set-ups usually encourage spending money with out- 
of-town concerns and do not benefit the local jewelry 
dealer they have sometimes proved a detriment to the 
jewelry business and jewelers have not been slow in voic- 
ing to the factories their complaints about such plans. 
The arrangement worked out by Koerber’s, however, bene- 
fits the dealer as well as the manufacturer—everyone 
profits. 

According to Harry G. Bennett, who heads up the 
Koerber’s Silver Club arrangements, the plan, though 
simple, has been highly successful and effective. Here 
is the way it works. To start with, Mr. Bennett makes 
up a selected list of names of young women who have 
good jobs, the income from which would permit them a 
margin for spending above necessities. Most of these 
girls are likely to be married within the fairly near fu- 
-ture and, therefore, are likely to be particularly good 
prospects for the purchase of a set of silverware. 

Mr. Bennett then, without any sales pressure, explains 
that if the young woman to whom he is talking purchases 
from Koerber’s a set of flatware (which usually consists 
of an eight service set and which she may purchase on an 
easy payment plan) she can increase this set from eight 
services to 12 without additional cost to her. All that 
she has to do is to furnish a list of names of her friends 
who she thinks would be good prospects for silverware. 
These girls, in turn, are then called upon with the same 
proposal. When any of them purchases a set of silver, 
the person who furnished the name is then entitled to one 
free place setting of silver, or any other silver that she 
may prefer, the price of which would be equivalent to 
one place setting. 

One advantage of this arrangement is that the price 
of the silverware does not have to be raised to cover the 
cost of this gift, for its cost is considered an advertising 
expenditure and is taken out of the advertising appro- 
priation. 

The plan has been in operation since March, 1938, 
and has already sold more silverware in six months than 
the store would customarily sell in two years over the 
counter by the usual method. In other words, it has 
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quadrupled the store’s volume of silverware sales. “Uhe 
sets sold average about $65 each. 

To prevent competition from interfering in the form 
of cut prices and the like, the silverware used in this of- 
fer is usually limited to a few exclusive patterns which 
are sold by the manufacturer only to the store offering 
this plan. 

Even if the plan had no other advantages than pub- 
licizing the store and creating good will for it, it would 
be worth while. Every merchant will agree that word 
of mouth advertising is the most effective kind that can 
be had and this method of contact presents many occasions 
for such advertising and stimulates it. Naturally, the repre- 
sentative of the store when calling upon his prospective cus- 
tomers, will tell them about the store he represents and 
its character. Good will is also furthered with those who 
buy the silver, especially after they have received one or 
two free place settings. ‘Then the plan is widely dis- 
cussed among the girls themselves at their various parties 
and club gatherings, and the name of the jewelry store 
naturally is always mentioned when the plan is discussed. 

Most girls who buy the silver usually prefer to pay for 
it on the budget plan. This means that they must come 
down to the store and make their payments each week. 
After the plan has been in operation a little time the 
number of these purchasers increases to a fairly substan- 
tial figure, and store traffic is increased. When they are 
in the store, many suggestions come to their minds for 
gifts and other things which means additional sales that 
otherwise would not have been made. 

Just why it should be true is a mystery but it has 
been proven that with this plan the credit risks are Al. 
Perhaps the answer is that young people contemplating 
marriage are apt to take their responsibilities seriously. 

Another advantage that was discovered, after check- 
ing up on the members enrolled in the club, was that 90 
per cent of them were new customers, who had not pre- 
viously done business with the store. It is reasonable to 
assume, therefore, that the plan not only has increased 
immediate business but even more important has not done 
so at the cost of future sales, since without this approach 
many of these people might never have come to Koerber’s 
to make their first purchases. 

In fact, since a satisfied customer of one purchase is 
usually your best prospect for another sale, the indications 
are that the Silver Club Plan so far from lessening fu- 
ture business has actually increased it substantially. 
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‘bee recently conducted Cleveland Plan survey indicates 
that the people of Cleveland intend to buy $1,500,000 worth of 
merchandise carried in jewelry stores between now and Jan. 1. This 
sum includes diamond rings worth $302,000, men’s wrist watches 
worth $180,000 and women’s wrist watches worth $182,000. 

People everywhere are making up their minds now about how 
they'll spend during December, when the jewelry industry usually 
sells 27 per cent of its whole year’s volume. And now is the time to 
concentrate their thinking on jewelry store gifts. The ads on this 
page, culled from last October’s file, may help your October adver- 


tising program. 





Claude S. Bennett 
DIAMONDS 


e Unexcelled in 
Quality, Beauty, Brilliancy and Value 
In 
Platinum, 18K White and 14K Yellow Gold 





Neo 146—$350 Ne, 135—8450 Ne tee—$350 Ne 2ll—$250 Me 100—$125 


There te genuine satisfaction when you buy at 
the store where confidence can be placed 
without hesitancy. 


We tneme Your Account—1@ Month: Flee 


Glaude S.Bemmetd 
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BACHELOR 
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CHARMS 
With 


OFA *Real $1.00 Bills 





fare right on your wrist At last—e sterling silver 
Med Money” charm contemmng « REAL ONB 
DOLLAR BILL Just bresk the Aless—an 4 
PRESTO—there you are 


living without her .. 
ready with » Ring chet 
rt Your charm bracelet 
, Mill aut be complete without une and ier 
dentally they'll make grand gilts 
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Coffee Ats 






$60 © $550 


SPAULDING 
GORHAM 













1, H. Lieber Co., Indianapolis, 514 in. by 
2 col.; 2, Bailey, Banks & Biddle Co., 
Philadelphia, 6 in. by 2 col.; 3, Mermod, 
Jaccard-King Jewelry Co., St. Louis, 6 
in. by 2 col.; 4, A. Kahn, Washington, 
7 in. by 3 col.; 5, R. A. Burton Co., 
Richmond, Va., 6 in. by 2 col.; 6, Spauld- 
ing-Gorham, Chicago, 9 in. by | col.; 7, 
Wright, Kay & Co., Detroit, 4 in. by i tice 
col.; 8, Shreve, Crump & Low Co., Bos- Christmas 
ton, 7 in. by 2 col.; 9, Brock & Co., Los Cards 
Angeles, 6 in. by 2 col.; 10, James R. 
Armiger Co., Baltimore, 4 in. by 2 col.; ‘ 
11, Charles Mayer & Co., Indianapolis, the haury of then Rand 
64 in. by 2 col.; 12, Claude S. Bennett, pe alga gy 
Inc., Atlanta, 12 in. by 3 col. 
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FOOTBALL 
TICKETS 


ARROWS vs. 
ST. MARY'S CELTICS 


Richmond City Stadium 
Sunday, Oct. 3rd, 2:30 P 4 
All Reserved Seats on Sale 
al This Store 














RGE ACCOUNTS INVITED | 








111 EAST BROAD 





























207 Peachtree Atlama 


12. 


RS 
eee et 
- 
Time— 
in the modern 
manner 
Silver 
Jewelry! 
epimers wis bear the 


@ 3 shown - 
wotches im solid 14-horar yellow gold— centric as m'lady s 
pendadle 17 


de je 17 ewe! 1—severot whim, 08 necetes: 
xulptured designs Gentlemens pocket to the new fashions 

wotch—ertremiy thin—'!7 yewe! 14 as as rustle is to taf Surmrrecngly brespensive 
borat yellow gold tilied—rosed tgue Boaceied feta With of with 

dal Payments out stones. 


4 any Poe pr Caremas 


SIWVERSWITRS STATIONERS 


6 COMPANY STWELERS 
B10 NORTH CHARLES STRE+T 


19 Woes Pochingion Siroet 


CHARLES MAYER ain 















10. 













THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1938 








CRUMP & LOW COMPANY 


SOTLSTON at ARLINGTON seal 


22DD35 b 
” ies 22=3>> ee \ 





BOUDOIR CLOCK” 


Cons ms ao BRET 
roned numerat dial with haw > 

erat Pe, 
eee ee tee 4ue Couran® 
Cow crane wih tld 6 og Awosiss 
of gold lor engraving. ths now 8:8 © Stvémte stescy 
clock w reody tor wavel $65 pe wemay mites 
OS VEOLr O11 508 ONE 















9. 









© 
SOS 
we 6” 
Wie © 


C 
Ss ¢ 





























They're neces- 
‘sary, you know! 


[]!ced Tea 
Spoons 
Forks fe 

“}Butter 


Spreaders 
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Knives 
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After 
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"Coffee 
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Cream 
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Berry 
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Dessert 
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Fork 
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CJ Round 
Server 


Carving 
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Sugar 
Tongs 
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THIS FALL WERE PUTTING 


Wore Silver IN your olla | 


Yes M | ady! There's more silver in your 
dollar this fall! We mean that literally. For in 
Wallace Sterling Silver Shod discs of Sterling 
are embedded deep down into the base metal of 
all the most used pieces at points of wear and 
before plating. Thus Sterling Silver Shod is age- 
less! No more will you find the annoying “spots” 
where the plate’s worn off ... you've noticed with 
ordinary silverplate. That first lovely luster that 
you'll adore in Sterling Silver Shod is yours forever. 

Which pattern do you like the best? For though 
they're all superbly wrought and correct .. . 
there's one which you can claim for your very own. 
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52 PIECES FOR f ; 
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THIS YEAR OF ALL YEARS 


a Siluer Reward 
1S YOURS! 


For just a short ‘time Wallace 
recognized dealers are making 
you a very special offer! A big 
complete service for 8, cased in 
a stunning swell front presentation chest in rich cream and warm Burgundy 
at a saving of $18.75 over the regular open stock value. What finer gift .. . 
to give or to receive! And many dealers are offering attractive buy-out-of- 
income terms as low as $1,00.down and $1,00 per week. 52 pieces for $49.50 


SiapSeedled 


SILVERPLATE MADE Agedles4 
BY EMBEDDED STERLING 


* OVER A CENTURY OF QUALITY & 










SINCE 1835 











THE JEWELERS’ CIRCULAR-KEYSTONE 


for October, 


1938 ” 
















@ Above, Friendly informality warms the 
interior of this new jewelry store recently 
opened at 634 S. W. Broadway, Portland 
Ore., by Charles Hurley. The period fire- 
place and octagonal tile floor, partly cov- 
ered with a burgundy color rug, blend 


scheme. Overhead beams span the room 


@ Left, Done in the modern manner, this 
striking new jewelry store opened recent- 
ly at 1026 Kay St., Sacramento, Cal., by 
William Dupen, Jr., has invisible glass 
show windows. Made of metal and painted 
white, the name sign is illuminated at 
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@ Left, A maximum of display 
facilities are to be found in 
these windows of the Hartwell 
Jewelry Co.'s attractive store at 
130 W. Main St., Oklahoma 
City, Okla. The large recessed 
windows and the two octagonal 
ones, illuminated with lights 
which cast no shadows or re- 
flections, lend themselves ad- 
mirably to the display of jewel- 
ry store merchandise. 
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HERE are two patterns which are rapidly climbing to the top 

in sales and popularity. Our own sales records on dealers’ 
re-orders prove their quick turnover. Each mail brings an 
increasing number of letters from the trade commenting most 
enthusiastically on their success. 


With the continued national advertising behind FestivaL and 
ENGLISH SHELL this Fall, reaching over 2,400,000 families, their 
ever widening popularity is assured. 


Leading brides and brides-to-be in your community will be 
seeking these new designs. If you have not as yet had the 
opportunity of airanging for the handling of FesTivAL and 
ENGLISH SHELL, write us without delay: Lunt Silversmiths, Fed- 
eral and Norwood Streets, Greenfield, Mass. 


Remember Lunt STERLING not only provides the new 
“leaders” but a /ine of correctly designed patterns to fit all deco- 
rative styles . . . to meet the tastes of a discerning clientele. 
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@ This humidor, embellished with a fly- 
ing geese design is made of ‘“Syrocowood”, 
product of the Syracuse Ornamental Co. 
It is finished in walnut, lined with cedar 
and retails for $3. 





@ Swank’s new streamlined “hole in one” 

belt and personalized buckle, which slides 

into the hole and locks. Yellow finish, 
$2.50; white finish, $2. 





@ Another of the manicure sets with 

“jewel appeal” offered by C. J. Bates & 

Son. This set retails for $6 while others 
range in price from $2.50 to $10. 


@A unique gift for bridge players is 
the bridge compact retailing for $5, fea- 
tured by the Silver City Glass Co. Made 
of heavy crystal glass, it is a card holder 
and when opened becomes two ash trays. 


| heyie 


ew! 





@ Place a folded bill in Kensington, Inc.’s, 
popular new billfold, close the covers, and 
open from the other side. Bill will be 
lodged automatically and safely behind 
“cat’s cradle” straps. Sells for $3. 


@ One of the new line of fancy perfume 
atomizers retailing for $1 being featured 
by T. J. Holmes Co., Inc. They come in 
five styles and six colors with imported 


high lustre bottles. 





@ Symmetalic (12K gold overlaid on sterl- 
ing silver) pendant and 30-inch chain 
made by W. E. Richards Co., to retail at 


$12. 














@ A modern touch is embodied in this 
charming white, unglazed pottery vase in 
simple rectangular form with handles and 
cactus motif for decoration. Retailing at 
$1, it is made by Red Wing Potteries. 








@A recent addition to the extensive 

Ronson line is this combination lighter- 

cigarette case christened the Monarch. 

Cigarette case and lighter are contained 
in one handy unit. 


@ The Kadette Autime electric receiver 

provides both radio reception and exact 

timekeeping. It is a product of the Inter- 
national Radio Corp. 
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95% of Jewelers for Fair Trade percentage reductions; we can’t advertise comparative 


(From page 79) prices. Without either of these any sale would be a fail- 
ure. Surely, some arrangement must be made to permit 
A Cleveland credit jeweler: “Still a great deal of price us to feature these things as specials.” 
cutting but the tendency is towards price maintenance.” One of the larger Michigan jewelers: “Since my per- 
An upstate New York credit jeweler: “Standard mer- sonal thoughts on the subject of your questionnaire are 
chandise at maintained prices is the golden opportunity rather opposed in principle to the natural selfish interest 
for any credit jeweler wishing to acquire the reputation which we ourselves have in Fair Trade contracts, and since 
any good jeweler should have.” at the present time the trend towards established retail 
A small Pennsylvania store: ‘““We believe resale price prices can be assured in our own industry by such con- 
maintenance through Fair Trade contracts will do much tracts, I am very reluctant to discuss the subject at all. 
to eliminate the catalog and industrial employee direct Economically the principle of Fair Trade contracts such 
purchasing evil.” as we are attempting to promote now is unsound. I would 
A small New Hampshire retailer: “With fair con- even say that part of the cause of the present depression 
sideration of manufacturer, wholesaler and retailer, the is the general principle of keeping prices up and the labor 
future looks bright for an honest retailer and the end of cost of production down.” 
the gyp.” A Wisconsin jeweler: “So far but few of the manu- 
A well-rated Ohio jeweler: “Fair trade contracts will facturers of nationally advertised goods have definitely 
definitely benefit the entire industry only if the manufac- tied up with the program.” 
turer intends to cooperate to the fullest extent. One of the An up-state New Yorker: “I believe in respectable - 
largest watch manufacturers has cleaned house with the methods of doing business. I believe in making a profit. 
result that we have given this firm every support. Our | believe, however, that the present methods as being at- 
sales have increased three to four times in this line. On tempted under the price maintenance contracts are wrong, 
the other hand, a large silver manufacturer still doesn’t at least where our line of business is concerned. For in- 
seem to care if the retailing-wholesaler cuts the price or stance, manufacturer X allows a 50 per cent discount, less 
not. Our business in this line has fallen; we don’t have two per cent, 30 days, and expects the consumer to be 
confidence in their support. forced to pay the full retail price even though they pay 
“In addition to the above one other thought occurs to cash for it. This, I believed, was unjust both to the con- 
us. We, like all other business houses, frequently have sumer and to the retailer. I don’t find that price cutting 
fairly large inventories of slow moving merchandise. How has been eliminated. I cut them myself. There should be 
are we to move this stock quickly? We can’t advertise (Please turn to page 91) 




















alf the beauty 
lies in the Clasp 





HE heart of all good necklaces lies 

in the clasp. That is why a fine 
pearl necklace, whether it is oriental or 
cultured deserves nothing less than a 
diamond SCHICKSNAP. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of 


chicksnaps 


and other fine jewelry 


Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Providence + Chicago « San Francisco 
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CHELSEA NEWS 
¢ to help you sell 


Every one of the three ‘‘news items’ below will help 


you sell more Chelsea Clocks this year: 


New Folder: (Illustrated Above) A colorful new 
folder in blue and white, with pictures, descriptions 
and prices of the complete Chelsea line. Supplied to 


Chelsea dealers at the cost of imprinting. 


New Advertising: In House Beautiful, House and 
Garden, Fortune, Town and Country, Yachting—five 
important magazines whose readers want, and can 
afford, Chelsea Clocks. 


New Publicity: Chelsea Clocks have always at- 
tracted a great deal of attention in national magazines. 
This fall, House Beautiful is devoting a full page of 
pictures and editorial matter to Chelsea Clocks in the 
fall issue of its Buying Guide for the Bride. 


If you have not received your copy, 
write for new Chelsea catalogue and 
price list, just off the press. Chelsea 
Clock Company, 288 Everett Ave., 
Chelsea, Mass. 


CHELSEA CLOCKS 




















A beautiful new combination clip and Lorgnette, 






of distinctive design and rare craftsmanship, 


made of Sterling Silver, Rhodium plated. When 


worn as a clip the eyes are invisible, yet always 








K 








available for immediate use. 


FRAN K_KREMENTZ co. 
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Style 
Leadership 


Combination Comb, 


File and Knife Set 
«ert Man, 


A Brand New Ose 

Creation from the 
Manufacturer of 
the “Original Gold 
Top Line.’’ The 
line that has bullt 
a sound reputation 
over the years for 
style — rightness— 
mechanical _perfec- 
tion — and all-round 
value. 









C950 
Comb and File 
Set 
Pat. Pend. 
9431 Knife 





INCREASE YOUR 
SALES WITH THIS 
— NEW 


1. Heavy Sterling Sil- 
ver mounted Comb. 

2. Triple-eut Nall File 
and sta‘nless steel cut- 
ting blade. 

3. Hand Engine-Turned 
Design 

4. Rhodium Plated—will 
not tarnish. 

5. Black Pinseal or Pig- \ 
skin Case in Genuine 
Leather. 


Made also in Gold-Filled, 
10K and 14K Gold, and 
White Metal. 


JEWELRY & CUTLERY NOVELTY CO. 


NO. ATTLEBORO, MASS. 
NEW YORK CHICAGO 
21 Maiden Lane 1104 Heyworth Bidg. 
SAN FRANCISCO 
704 Market St. 


Ask your 
wholesaler 
for these fast 
selling items, 
or write to us 
for samples. 
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95% of Jewelers for Fair Trade 
(From page 89) 


an open and publicized differential between. cash and 
charge accounts or installments from 10 to 15 per cent.” 

A Pennsylvania jeweler: “Most thinking people admit 
that price-cutting is a vicious practice in any industry. 
Some method of properly controlled price maintenance 
would therefore be beneficial. The method of enforcing 
such agreements seem to be the thing that needs attention 
now. If I find that I am losing sales on article X, simply 
because I insist on maintaining the established price, what 
redress is there for me? Customer after customer refuses 
to buy because they say they can buy article X for less 
money elsewhere. Their statements may be entirely false, 
but when these same customers have bought of me time 
after time without any price question arising, and when 
the question comes up only on a line that is price-main- 
tained, it seems reasonable to suppose that someone, some- 
where, is cutting the price. What am I to do? 

“Another serious fault with these contracts is that they 
fail to provide for elimination of slow-moving items. Re- 
cently, when purchasing a rather expensive item, I asked 
the representative of the manufacturer if the price-main- 
tenance contract would permit me to cut the price on it 
if I could not sell it in, say, two or three years. The reply 
was that I would be expected to keep the article at the 
established price even if I did not sell it for thirty years. 
That seems unjust. The theory of fair trade contracts is 
undoubtedly of noble conception. So was prohibition. But 
without adequate enforcement it won’t work. 

A Detroit retailer: “I’m not in favor of established 
retail prices through Fair Trade contracts. I believe we 
have too many rules and regulations in Government and 
business. My business is good during depressions and 
otherwise. I pay no attention to my competitors or what 
they charge for their jewelry. I quote prices to my cus- 
tomers with confidence in their trust in me. I do not be- 
lieve that the public is worried about the price primarily 
in going to the jeweler or doctor or lawyer. I feel that 
my business is a profession and with my 30 years’ experi- 
ence I get higher prices for my services which are bound 
to be worth more than a man with less experience. I 
know in Detroit the big complainers of price cutters and 
the like are at fault themselves. If a salesman really tries 
his utmost and creates a real desire for our beautiful 
articles, prices are of secondary importance.” 

A Boston retailer: “Manufacturers do not give sufh- 
cient support to their price established lines. Some job- 
bers are not being held to a strict accounting and are al- 
lowing irresponsible parties to handle and cut prices 
freely.” 


Windows to Sell Silver 
(From page 60) 


able mention was given to their creators—Dorothy Clarke, 
Joseph Paulsen, Donald Jenkins, James Townsend, Vir- 
ginia Dixon, Janet Reinhold, Audrey Doyle, and Yoshi 
Kojima. 

So enthusiastically was the whole collection of displays 
received, that the International Silver Co. has repro- 
duced them in an attractive booklet for distribution to 
jewelers. The displays shown are replete with dramatic 
attention value and good selling ideas that should 
be decidedly helpful to every jeweler. 
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A 50 year old house prese 


fae CARILLE 


Fashion history is repeating itself—Ex- 
pansion bracelets today, as then, are all 
the rage. Bigney’s New Camille features 
a smooth, gentle expansion that appeals 
to all. And it is “Bigney Quality”—standard for 50 years. 
Ask your wholesaler for Camille—or send us your order to be 


Patent 
Pending 


Patent 
Pending 





BRA 


shipped through him. 


Cases—Novelties. 


CHICAGO 
Heyworth Building 
G. A. Simmons 


BIGNEY’S Square Cor- 
ner, Close Soldered BOS- 
TON LINK CHAINS 
(Pat.) make ideal Walde- 
mars or Dickens for men. 
Every link soldered. Made 
in gold-filled, four sizes. 
We also carry a large line 
of fancy and plain _gold- 
filled chains in Vests, 
Dickens and Waldemars. 


EXTEN 
C 


nts the 
SION 
ELET 


4lso Crosses-—Knives—Tubing and Lock Bracelets—Cigarette 


Sold Through Wholesalers 


S. O. Bigney Co. 


PHILADELPHIA 


700 Chestnut St. 
Benj. Woldow 


“The House of Mirror Finish Fame” 


Bigney Lockets fea- 
ture the newest shapes 
and decorations. If 
you have not seen the 
new cloisonne enam- 
elled numbers, don’t 
delay! They are the 
most distinctive on the 
market. 


No. 1322X 
















“We Wear That Counts’’ 


ATTLEBORO, MASS. 








LEKTROLITE 


PLASTIQUE 
LEKTROLITE 


In lightweight, lus- f 
trous Plaskon — in Py 


many colors. Guar- 
anteed against me- 
chanical defects. 
Goes weeks on a 
filling. 


$2.50 
(With signature en- 
graved in silver in- 
lay.) 


$3.50 

















LEKTROLITE 
MIDGET 


A smart Lektrolite in 
bright chrome, for 
daytime or evening— 
for men or women. 


$1.00 


THE LEKTROLITE CORPORATION — 114 





FEATURE 


Cigarette Lighters 
Windproof... Flameless 


EKTROLITE lighters are ideal 
for the gift shop trade. They're 
“different’—they light cigarettes 
without a flame, and light them 
every time. You hold your ciga- 
rette to a tiny, funnel-shaped cup 
—you puff—and you're smoking. 
No wind can blow them out—they 
have no wicks, flints, wheels or 
moving parts. There are six 
smartly designed models in the 
Lektrolite line, of which two are 
shown here. Order at once— 
direct or through your jobber. 


Dealers’ discounts, 40%, off list 
price; jobbers’ discounts on re- 
quest. 


LEKTROLITE 
CORPORATION 





GLOLITE 
JUNIOR 


A popular favorite in 
solid color Plaskon or 
with contrasting col- 
ors. Featherlight and 
completely depend- 
able, it lights every 


time. 
$1.00 


Manhattan Street — Stamford, Connecticut 


LEKTROLITE 
FUTURA 


An unusual beautiful 
design by Count 
Alexis de Sakhnoff- 
sky in velvet chrome. 
An aristocratic light- 
er, perfect for gift giv- 
ing. In gift case. 
Also in black or red 
enamel. 


$7.50 
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Federal Licensing Act Dangerous to Business, 
Warns Attorney Shipe 


CLEAR warning of the dangers inherent in the pro- 
posed Federal licensing act, now pending before 
Congress (Senate Bill S-3072, known as the Borah- 
O’Mahoney bill) has been sounded by A. K. Shipe, at- 
torney for the National Association of Credit Jewelers. 
Ostensibly a harmless proposal to place corporations 
doing an interstate business on a uniform basis under the 
Federal government, the bill actually provides for regi- 
mentation, regulation and bureaucratic domination of 
business to a degree that would stifle individual enter- 
prise and initiative and impair, if not destroy, the invest- 
ments of hundreds of thousands of people of modest 
means, Mr. Shipe contended. 

Under the act as proposed, not only every corporation 
that does any interstate business but even any that has 
stockholders in more than one state would have to obtain 
a license from the Federal Trade Commission in order 
to do business. 

In the application the petitioner must state every con- 
ceivable detail of his business—its history, financial 
structure, property owned, the personnel and salaries of 
its officers, its stockholders, its contracts, and “‘any such 
other information as the Commission may by regulation 
from time to time require.” 

In other words, he pointed out, under this act every 
detail of one’s business would be a matter of public 
knowledge, with its most intimate affairs disclosed to the 
idly curious, to competitors, and to meddling politicians 
and bureaucrats. 


But that isn’t all. The Commission, Mr. Shipe demon- 
strated, is further given power to regulate such things 
as the financial compensation of officers, its methods of 
doing business, relations with employees, and to decide 
upon its own authority whether the corporation meets all 
requirements of the anti-trust laws, labor regulations, fair 
trade practices, and any and all other Federal legislation. 

In short, the bill is not actually a licensing bill, but one 
designed to give the Federal Trade Commission absolute 
life and death control over every corporation in America 
doing any interstate business or having stockholders in 
more than one state, he said, for the Commission is not 
only allowed but specifically directed to deny a license to 
do business to any corporaion which fails to comply with 
every requirement set forth. 

It is complete, unrestricted regimentation of trade un- 
der bureaucratic authority—a totalitarian state in every- 
thing but name, in Mr. Shipe’s opinion. That this is the 
intent of the framers of the bill is shown by their own 
language in Section | where it is declared that national 
wealth is being concentrated into a few hands, and that 
Federal action is necessary to cure the maladjustments of 
wealth, he contended. 

That is not licensing, but appears to be an effort to 
punish the successful, and to destroy all incentive for the 
initiative and enterprise that have made American busi- 
ness what it is, Mr. Shipe claimed. 

The entire proposal, he affirmed, is thoroughly un- 
American and dangerous, and should be emphatically 
repudiated. 











The A. & G. 


New Catalogue 
For 1939 


YOUR copy is READY 


and this great BUYING GUIDE—the 16th edition— 
with 43 years of Jewelry Wholesaling reflected in its 
pages and the efficient AISENSTEIN & GORDON SER- 
VICE to back it up, is most important to your success 
this season. 

This is a year when you need a wholesaler. 

and you need the right one! 


Catalogue includes a splendid assortment of fast sell- 
ing, profitable merchandise for the Holidays. 


Prompt attention to all orders, especially if given by 
*phone or wire. 


WRITE FOR YOUR A. & G. CATALOGUE 


AISENSTEIN & GORDON, INC. 


WHOLESALE JEWELERS 
SERVING THE LEGITIMATE RETAIL JEWELER ONLY. 


712-714 SANSOM STREET, PHILADELPHIA, PA. 
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[deal 
Holiday Gifts 





Service “Plates 


are exceptionally good sales 


items at this time. 


Many New Decorations have been 
created in our decorating shop. 


PROMPT DELIVERY 
Ask for Samples and Prices 


HEINRICH and WINTERLING, CORP. 
49 West 23rd Street 


NEW YORK, N. Y. 








FOUR PIECE SMOKERS SET 


At last . . . something different in smokers’ sets! 
Absolutely unique! The deeply recessed block 
of rich grain walnut will hold a full pack of 
cigarettes, and is flanked by gleaming ash re- 
ceivers of polished chrome, in modified square 
design. The three pieces nest in a dainty chrome 
tray distinguished by two utility chains of 
sparkling chrome beads extending the length of 
the tray. No. 14/78/79. Price Per Set 65c. 


PORCUPINE CANAPE 
SET—An ingenious, highly 
practical gift item. Con- 
ventionalized porcupine, in 
bright red enamel, bristles 
with removable vari-colored 
pix. Mounted on individual 
base of chrome which fits 
center of 11%” circular 
tray. No. 96/16. 80c Set. 
















The WEW 1939 CATALOG OF GIFTS he 
a \s EVERCRAET 
S— A handsome vari- RED Y 
ety of Evercraft , 
creations fully described, OW pa hd Y 


priced and illustrated! Send 
for your copy today! 


3 BAST STREET * FREDERICK, MDB. 
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@ Electric shavers get constant attention in the show windows of Olsen & Ebann’s jewelry store at Evanston, Ill. 
Shaver sales rise in October, reach their peak in December. 


GGRESSIVE merchandising of electric razors 

through large newspaper advertisements and through 
continuous window and interior displays has opened up 
a profitable new business for Olsen & Ebann Jewelry Co. 
in Evanston, III. 

Sixteen newspaper advertisements have been devoted 
entirely to electric razors since the introduction of this 
item by the store two years ago. Most of these have been 
fairly large, and three were full-page. Olsen’s was prob- 
ably the first jewelry concern in the country to run full- 
page advertisements on razors exclusively. Besides the 
ads given over entirely to razors, razors are included in 
other ads covering a variety of items. 

Direct mail advertising is used less frequently, but 
folders from manufacturers are sometimes enclosed with 
letters to the mailing list. Last year’s Christmas letters 
contained two enclosures on razors. 

Razor display is continuous. The two windows are 


Pam te, 


too large for featuring a single display, says C. Edward = ne 


~ 


Foss, manager, and thus no exclusive razor window has 
ever been used. However, a display of razors has never 
been missing from the windows since the store first intro- 
duced them. Within, razors are on view in a tall wall 
case behind a showcase half way down the length of the 
store. A focal point of interest on one of these showcases 
is an automatic demonstrator. @ The Olsen & Ebann stores use full-page newspaper 

Publicity-minded Advertising Manager William F. ads like this to promote shavers, on the budget plan. 
Blaha has found a sure-fire means of getting invaluable 





newspaper publicity for razors. He donates an especially pretty nurse, and gives the picture and the story of the 
e 2 y . : ¢ yA E ~ M Z > c - nf : . . . 
ngraved electric razor to a hospital for the _ of pa donation to the newspaper, which is always glad to give 
tients, takes a picture of some patient in a hospital bed it a prominent space in the news columns. This publicity 
receiving an electric razor shave from an orderly or a (Please turn to page 142) 
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CRYSTAL 


with 


No. 809 
retail price 


°7.50 





‘“‘- J EWEL - 


No. 807 
retail price 


$5.00 
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ARTHUR ARMOUR 
ALUMINUM 


“THE ARISTOCRAT OF THE METAL LINES" 


OUR NEW CATALOG IS NOW 
READY AND WILL BE SENT 
TO YOU UPON REQUEST 





A. STANLEY BRUSSEL 


SOLE DISTRIBUTOR 


va 


Vet 


225 FIFTH AVENUE, NEW YORK CITY 


Pacific Coast and Far West Representatives 
TARA SALES CO., 


LOS ANGELES, CALIF. 


PERE REFEREES be FY 





SENSATION OF THE SHOWS! 
Jewelers everywhere are piling 
compliments on our “Jewel-Appeal”’ 
manicure sets. Never before have 
manicure sets combined so much 
elegance within such a 
price range. Soon these 
sets will be in leading 


jewelry stores ready to 


APPEAL’? 





tell their own remarkable 
story in new sales. If you want to 
attract a new type of customer to 
your store, be sure to order your 
Barbara Bates and Crystal Manicure 


Sets for gifts as soon as possible. 


C. 9. (Bakes ¢ son 


Chester,Conn. New York Office: 565 Fifth Ave. 
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BODA Crystal 
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Exemplifying in its perfection of line and detail the high 
quality for which Boda glass is so well known. 


Vase—hand cut decor, 8” high. 832.50 Retail. 
Bowl] and Tray—hand cut decor, 8” wide. 12.50 Retail. 


Write for Catalog 


PRODUCT/ - FROM -/WEDEN « 


Enright-LeCarboulec, Glass Division 
— 932 Broadway, New York City 


is your 
guarantee In Chicago: Rob’t P. Pierce, 1532 Merchandise 
it's Mart 
authentic in Los Angeles: Irene B. Fish, 3275 Wilshire Bivd. 


in Canada: Wm. Junor, 332 Yonge St., Toronto 
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@ Window display—continua! and forceful—boosts appliance sales 


Frankness with Buyers Wins Out 


by FRANK K. WHITE 


The policy of giving the customer 
a complete understanding of the limitations of an item of 
merchandise as well as its many advantages has proven a 
blessing to the J. L. Freund Jewelry Co., St. Louis, Mo., 
retail business which is now celebrating its 40th anni- 
versary. 

Julius L. Freund, who has directed the policies of the 
store since its founding, has strongly impressed his sales 
staff with the importance of this policy in the sale of 
electrical appliances, particularly shavers, in which field a 
successful and profitable business has been developed. 

At the point of sale the customer is thoroughly sold on 
just what to expect from his shaver, fan, iron,.and the 
like, so there will be no misunderstanding or dissatisfac- 
tion arising from a false conception of what the particular 
item will do at some later date. Freund salespeople do 
not make an exaggerated claim for a particular appliance, 
but sell only a visible or realizable service. 

When this service is substantiated by the use of the 
item in the home, it means satisfied customers—and 
satisfied customers mean an increasingly popular electrical 
appliance business. 

Quite naturally when such a policy is in force it is to 
the best interests of the establishment to maintain a stock 
in which the clerks can have complete faith for the quality 
and performance of the item of sale; and so, while a rep- 
resentative line of appliances is carried by the Freund 
jewelry store, only the top quality in any line is stocked. 

Mr. Freund’s experience with electrical appliances has 
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proven conclusively to him that the sale of these is not a 
proposition of price but more of quality and service. There 
has been and always will be some returns and some dis- 
satisfaction, but, these, he firmly believes, can be kept to 
a minimum by a policy of selective buying and progres- 
sive merchandising. 

When the Freund Jewelry Co. first entered-the electric 
shaver field, Mr. Freund was of the opinion that the 
electric shaver, because it’s so personal an item in a man’s 
daily habit, would be a hard sale to make stick. However, 
by applying the same policy he found that they could 
sell shavers and have them stay sold. 

Results have been so pleasing that an expanding pro- 
gram for merchandising electric shavers is in effect. 
Attention to advertising and the allotment of store space 
have been increased with gratifying results. 

Mr. Freund, who is first vice-president of the National 
Association of Credit Jewelers, pioneered in educating the 
St. Louis public to purchasing jewelry on deterred pay- 
ments, using extensively a phrase which it coined, reading 
“Your Credit is Good—Just Bring an Honest Face.” 

The business was first confined to the sale of diamonds 
and jewelry. Later a fine optical department, which is 
claimed to be one of the most complete in the Central 
West, was added, and subsequently the electrical depart- 
ment. 

A well-organized magazine and street car advertising 
campaign is conducted to keep the name before the 
public. 








Spode Pink TOWER 


For generations, the people who have 
bought Spode are the people you would 
like to have as your customers. 

Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC.,206 Fifth Ave., New York 











to retail at $5.00 each—Made in 
Czecho—Hand cut and polished Lead Crystal. 


These decanters 


Other numbers in cut Lead Crystal from $4.00 to $10.00 
retail—All hand cut and polished. 


Hand painted decanters from $2.50 to $5.00 retail. 


EBELING & REUSS, INC. 
MAIN OFFICE 
PHILADELPHIA 
707 Chestnut St. 


CHICAGO 
1557 Merchandise Mart 


NEW YORK 
225 Sth Ave. 











FOR CREDIT JEWELERS 


Here is a fast-moving, smartly styled, nationally 
advertised electrical appliance line ideally suited to 
time payment selling. Scores of women in your com- 
munity know and want these practical, dependable 
household servants. Your weekly time payment 
terms give you a definite advantage in selling them. 
Write for information on complete traffic appliance 
line and hard-hitting promotion plans to Westing- 
house Elec. & Mfg. Co., Dept. 8278, Mansfield, O. 


: Westinghouse 























Look at the record of the Christy Sport Knife 
—nearly a quarter of a million sold since 
first announced little more than a year ago! 
—over 5000 dealers now handling !—dealers 
have reordered as many 
as 15 times! Live over- 
the-counter demand 
from national advertis- 
ing which continues this 
Fall in 18 magazines 
with 30 million readers! 
@ Get your share of this 
profitable business. Don’t 
delay! Order at once from 

your jobber or direct. See 


coupon below. 
THE CHRISTY CO., Fremont, Ohio. CK-5 | 


ee doz. Christy Sport Knives at $7.20 per dozen, 
F.O.B. Fremont, Ohio. (We prepay shipping charges on 
orders for 3 doz. or more.) 





4-color easel 
10”) 
order for ‘2 


Attractive 
display ecard (8” x 
free with 
doz. or more, 











Actual vw Size 


| Standard Model 
illustrated above, 
each in attractive 
gift box, $7.20 doz., 
| to retail at $1.00 
each. 49% profit. 
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By R. H. LESLIE 


@ ON BEHALF OF FIGURINES 


Figurines are important in the jewelry gift shop; first, because 
they give color and life among other gift items, and second 
because they can be made ready sellers. They range from 
amusing stylized horses in rough handcraft finishes to exquisite 
18th Century ladies and gentlemen of hand-painted porcelain. 
For every period in the 1938 home furnishings there will be 
found appropriate figurines of glass, ceramics, compositions, 
wood and metal, as the fall and winter line of figurines comes 
around at its peak. 


@ CERAMIC TRENDS 


Again we find new finishes in ceramics in both china and 
pottery. Colorful new Italian pottery with traditional floral 
decorations in combinations of pastels and white. . .. Terra 
cotta continues good, too, particularly for animals and figurines. 
Swedish modern schemes combine a rough textured finish with 
color glazes in a variety of simple shapes. 





@ MORE COLOR IN NEW GLASSWARE 


And what is new in glassware? More color and design is 
what is seen in many of the fall lines. While crystal and pastel 
colors are still very strong, this move toward stronger colors 
is much in evidence. This use of sharper color is especially 
noticeable in the new imported glassware from Italy and 
Czechoslovakia. Venetian glassware, for example, shows emerald 
green, sapphire blue and topaz and crystal pieces are accented 
with bright touches of color. Many crystal pieces are shown 
with frosted glass, milk glass or a novel iced finish. Crystal 
and gold finished and metal are combined in classic designs and 
some are fluted and flowered in pastel opaline glass or white 
and gold. 


@ GIFT MARKET NEWS 


Emmet White, of Baltimore, is showing flat rectangular pot- 
tery flower containers which come in both Chinese and domestic 
origin and can be had in celadon, green and white. 

Mollie Boynton is bringing out a line of art china in white and 
decorated which is manufactured by Mayer China Co. 
An unusual line of over 150 shapes in five pastel shades is to 


be found in the Rumrill Pottery. : . . Levy Bros. China Co. 
have an assortment of 22-karat gold china which includes 
novelty cigarette boxes and whatnot pieces. . . . Potlach 


Pottery Co., Seattle, Wash., have produced a full line of deco- 
rative pieces in a wide range of colors and more recently the 
company began the manufacture of glazed semi-porcelain ware 
for table use. . . . A good deal of charm of the remodeled 
showrooms of J. H. Vennon, Inc., is due to the generous use of 
mirror paneling for display shelves and tables. There is no 
doubt that these magic mirrors work wonders especially on the 
appeal of glass. . . . Mrs. Russell Wright, of the Wright 
Accessories Co., has made her debut in designing amusing 
leather-covered fruit and vegetable cigarette boxes and attrac- 
tive mother-of-pearl pieces. 


@ HAND PAINTED GLASS SCREENS 


Hand painted glass is being used extensively in many ways, 
including wall and powder room mirrors, wall sconces, huge 
screens and little Colonial mirrors in carved frames with black 
silhouettes on the glass. The screens have decorative subjects, 
such as Oriental, Tyrolean, “puckish,” bird and flower, but all 
treated in decidedly modern manner. A wall sconce with scroll 
border of Georgian design in red and gold, decorated mantels 
with glass faces hand painted, and powder room mirrors with 
silver leaf and blue, peach and gold or other lighter tones, have 
attracted quite some attention. 
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MORE SALES 


LOST SALES’ 


NON -TARNISH 





















has the splendor of 
sterling silver, a.dis- 
tinct beauty, yet 
moderate price 





Now on new wave of 
popularity since per-. 
| fection of our non- 

tarnish process. 






Our sales records show that the grape design of 
the pieces illustrated here is easily the most 
rapid seller 






Your opportunity . . . 


This increasingly popular line opens an important 
new source of profit. If it is not represented in 
your city, write today and ask about our attractive 
proposition. You can easily step up sales this 
season by writing now. 


SILVER CITY GLASS CO., Inc. 


Meriden, Conn. 











Gibson Re-Elected Hea’ uf N.A.C.J.; 
More Re-Sale Price Agreements Urged; 
Retailer Registration Sets New High 





12th Annual Convention Held 


At Hotel Sherman, Chicago, Is 
Featured by Colorful Exhibits 


Cuicaco.—Few conventions ever held by the National Association of 
Credit Jewelers offered more constructive and educational features than the 
{2th annual meeting staged by the organization at the Hotel Sherman, Sept. 
tl to 15. Ranking second only to the re-election of William Gibson as presi- 
dent for the fifth consecutive term was the interest displayed by the visiting 
jewelers in the subjects presented at the convention by speakers, all qualified 
because of their affiliation with the trade. Needless to say, the exhibits, more 
than 150 in number in three exhibit halls, attracted their share of visitors, who 
came from all parts of the country to be in attendance at this meeting. 


The selection of Mr. Gibson to again 
head the association was not in accord- 
ance with his wishes as he had intended 
ta retire from office at the 1938 conven- 
tion, and it was with some degree of 
reluctance that he finally consented to be 
ce-drafted for the office this year. J. L. 
Freund of St. Louis and E. C. Maxwell 
of St. Joseph, Mo., were re-elected first 
and. second vice-presidents, respectively, 
while Edward Dockman of St. Paul was 
chosen third vice-president to succeed J. 
1. Mace of Kansas City, Mo. Re-elected 
also were Saul N. Hershberg, Rochester, 
N. Y., secretary, and Lewis Litt, Chicago, 
treasurer. 

The association also selected three new 
directors, namely, Cecil Kaufman, Kay 
jewelry Co., headquarters, Washington, 











D. C.; Clarence Olsen, Olsen & Ebann 
Jewelry Co., headquarters, Chicago and, 
L. J. Ryer, Springfield, Mo. Other direc- 
tors, all re-elected, are: Max Getzug, 
Cincinnati; William J. Kappel, Pitts- 
burgh; Sam Gerson, Detroit; William A. 
Present, Lansing, Mich.; Samuel Burnett, 
Seattle, Wash. and Ralph Roessler, 
Marion, Ind. 

The resolutions approved at this con- 
vention were in substance a re-iteration 
of action taken at the 1937 meeting when 
the credit jewelers emphasized their sup- 
port of price maintenance, endorsed the 
program of the Jewelry Publicity Cam- 
paign, urged national advertisers in the 
jewelry trade to publicize in their con- 
sumer copy that these products are avail- 
able on the budget-buying plan and ex- 








pressed gratitude to President Gibson for 
his guidance during the past year and 
thanks to the trade publications for their 
assistance and the Hotel Sherman and 
staff for its efforts toward the success 
of the convention. 

It was voted that all manufacturers of 
nationally advertised watches and silver- 
ware who have not already taken ad- 
vantage of the Tydings-Miller Act le- 
galizing resale price agreements be sent 
a copy of the resolution bearing on this 
subject. This resolution reads as follows: 


“Whereas, price cutting on standard 
nationally-advertised jewelry store mer. 
chandise for years has been the most cry. 
ing evil in the jewelry business; and 
whereas, resale price agreements in our 
opinion are the most promising solution of 
the price cutting evil; resolved, that we 
rejoice in the recent enactment by Con. 
gress of the Tydings-Miller “Fair Trade” 
law legalizing resale price agreements in 
interstate commerce wherever permitted 
by state law, and that we urge all other 
national advertisers (especially those sell- 
ing through wholesalers) to take similar 
advantage of this legislation at once.” 


Registration More than 5000 


The registration of all visitors to the 
convention sessions and show numbered 
more than 5000 and showed an increase 
of approximately five per cent over the 
total enrolled at the 1937 meeting. A 
new record for registration of retailers 
at a NACJ gathering was set when 
more than 2300 checked in at the regis- 
tration desk. Only seven states had no 
representation at the meeting and show. 

Probably the outstanding feature on the 
entire program was the symposium on 
advertising conducted on Monday after- 
noon, Sept. 12, immediately after Presi- 





Convention-goers, who had seen the Sherman’s ball room jam-packed with exhibits Thursday noon, came back that evening to rub their 
eyes in amazement. The great room had been transformed in a few hours’ time into a banquet hall. This picture shows NAC] members 
and guests seated in one portion of the room. 


100 THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1938 








een SS SS 





dent Gibson welcomed the visiting jewel- 
ers and outlined the association’s plan 
for publicizing diamonds. This opening 
session was held in the Bal Tabarin on 
the sixth floor of the Hotel Sherman, with 
more than 200 jewelers in attendance. 

President Gibson lauded the credit 
jewelers for their constructive work over 
a period of years in the fields of mer- 
chandising and advertising. He noted 
particularly the growing refinement in 
credit jewelrv store advertising. 

Outlining the diamond campaign, in 
which he has been extremely active, 
President Gibson indicated that the Dia- 
mond Syndicate in England, which con- 
trols the world’s output of rough, is the 
key to the proposed advertising plan to 
popularize this gem in this country. He 
mentioned that diamond importers in the 
United States have expressed approval of 
the campaign, but because of the difficulty 
in financing such a project here it was 
felt that it could be better accomplished 
at the source of supply. The plan at pres- 
ent is to add one per cent to the invoices 
to importers in the United States, making 
the Syndicate the collector and controlling 
factor of the fund. The Syndicate, Presi- 
dent Gibson stated, will soon be requested 
to either send one or more representa- 
tives to this country or to have delegates 
from the industry in the United States go 
to England for a conference and general 
discussion of the plan. In his presenta- 
tion of this plan Mr. Gibson was modest 
in mentioning any part he has played, 
but instead gave credit to others for any 
good which has already resulted from 
these activities. 

Another link in this promotional plan 
is “The Diamond Book,” just issued by 
the NACJ, of which 100,000 copies have 
already been ordered. This book, a 16- 
page affair, is well written and beauti- 
fully illustrated and should prove appeal- 
ing to the public. President Gibson in 
conclusion urged jewelers to order their 
supply for distribution among consumers 
and in this manner contribute toward the 
movement to quicken the public’s appre- 
ciation of the diamond. 


Price Alone Doesn't Sell 


The subject for the advertising sym- 
posium was outlined by Lansford F. King 
of Philadelphia, editor of Community 
Jeweler, Oneida, N. Y., after which Harry 
P. Bridge, advertising counsellor, also 








@ At a luncheon of officers and directors, left to right around the table: Saul N. Hershberg, 

secretary; H. Mace, former third vice-president; E. C. Maxwell, second vice-president; Samuel 

Burnett, William A. Present and Ralph Roessler, directors; William Gibson, president; Lewis 

Litt, treasurer; William J. Kappel and Sam Gerson, directors; Edward Dockman, third vice- 
president; J. L. Freund, first vice-president. 


of Philadelphia, presented “The Bridge 
100-Point System,” a method for evaluat- 
ing the effectiveness of credit jewelry 
store advertising. 

While Mr. King followed to some ex- 
tent the growth of the credit buying idea, 
his talk was principally devoted to credit 
jewelry store advertising. In this respect 
Mr. King said in part: 


“Ten years from now you men are going to 
look back on the average credit jewelry store 
ad of today with the same reaction that you 
look back upon the gold fish bowl type of ad- 
vertising of 10 years ago. You are going to 
be ashamed of it. Not because it isn’t pretty 
—but because, on looking back, it will be obvi- 
ous to you that you had not even begun to tap 
the possiblities which you can cash in on if 
you do develop in the breasts and brains of 
your customers an irresistible desire for the 
finer things you sell. I want to see you men 
go back to your stores and insist that your 
advertising perform its primary job. I want 
to see you insist that it do some two-fisted 
selling of the one thing that no other merchant 
can sell—the beauty, the sentiment, the qual- 
ity, the lasting satisfaction which jewelry 
brings to the customer. 

“I recognize that each advertisement, and 
each part of every advertisement, must pull 
its own pound and p a profit. Therefore, 
I am not suggesting t. .t you devote your en- 
tire appropriation to institutional, educational 





copy, but I do suggest, in fact I warn you, 
you had better devote a reasonable percentage 
of your appropriation to fanning to active 
heat your customers’ desires for the more 
profitable items in your show cases. I am 
sure you will find that by devoting just a 
little less space to credit terms and a little 
less space to price you will be able, without 
any increase in your appropriation, to devote 
some part of each ad to selling the idea behind 
jewelry. 

“People always have and always will buy 
what they want, and it’s our job to see that 
they want jewelry. We've got to concentrate 
on making people want jewelry. Offering it to 
them at a price, offering it to them on terms 
doesn’t make them want it, it only provides 
a means by which they may get it if they 
want it. Gentlemen, it’s the selling of the 
basic ideas behind your merchandise that wil? 
put the industry back in the position it occu- 
pied 40 years ago—back in its rightful posi- 
tion in relation to other indusiries 


Bridge Explains 100-Point Plan 


Mentioning that the previous speaker 
had dealt with the theory of advertising, 
Mr. Bridge who followed went on to ex- 
plain what theory actually is when put 
into actual practice. This he did by us- 
ing his 100-point system as a yardstick 
for evaluating the effectiveness of credit 

(Please turn to page 103) 








Another section of the ball room thronged with banqueting jewelers and their ladies is shown above. The banquet was the high spot in 
the social side of the National Association of Credit Jewelers’ greatest convention. 
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HONESTY is nota virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER @ 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Play. 


num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweep, 
and Scrap Gold. 


COOPER’S POLICY of fairness and ae. 
curacy continues unchanged .. . 
making new friends. 


always 





JOSEPH B. COOPER & Son 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 








Know More 


About the Gems You Sell 
By Reading Authoritative Books 
@ A KEY TO PRECIOUS STONES -. J. Spencer 


A basic scientific text and reference book on min- 
eralogy of precious stones, written by an eminent 
mineralogist. 


@ DIAMONDS Frank B. Wade 


For the jeweler or prospective purchaser wanting to 
determine grades of excellence in diamonds. 


@ DICTIONARY OF GEMS R. J. Rogers 


Complete definitions of every stone used by jewelers 
— a valuable ready reference book. 


$2.75 


$2.00 
$1.50 


@ GEM STONES G. F. H. Smith 


General survey of species of minerals, explaining 
what they are, from whence they come, how fash- 
ioned and distinguished. 


@ GEMS AND GEM MATERIALS 
Drs. Kraus & Holden 


A treatment of the forms, properties, formation, oc- 
currence and characteristics of gems and gem mate- 
rials. 


@ STORY OF THE GEMS H. P. Whitlock 


Describing the ancient and modern uses of gems, fac- 
tors upon which values are based and many curious 
facts. 


@ TEXT BOOK OF PRECIOUS STONES 
Frank B. Wade 
Just what the title implies — a text book for jewelers 
and the gem loving public. 


THE JEWELERS' CIRCULAR-KEYSTONE 


CHESTNUT AND 56TH STS. 239 WEST 39TH ST. 
PHILADELPHIA, PA. NEW YORK, N. Y. 


$3.00 


$3.00 


$3.50 


$2.50 
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@ The exhibits, taken altogether, were a veritable wonderland of jewelry store merchandise. The camera’s eye, in this and the other 


pictures on these pages, roves about the exhibition to give J.C.-K. readers some idea of the magnitude of the Chicago show. 


This is 


looking north, immediately inside the main entrance to the exhibit area. 


jewelry store advertising, saying in part: 


“How many millions of dollars are wasted 
in advertising every year would be hard to 
say. Certainly, the amount is a vast one— 
but worst of all, just how can we prove how 
much is wasted? And even more important, 
knowing how much money is wasted on ineffec- 
tive advertising, how can we be sure of our 
way in setting out to make our own advertis- 
ing better? 

“These were the questions we set about 
answering in the preparation of what we now 
call the finished result—the 100-Point System 
for Evaluating the Effectiveness of Credit 
Jewelry Store Advertising. 

“This plan is not a matter of personal opin- 
ion. It is not guesswork. It is based, first of 
all, on a broad experience with many types of 
advertising in a wide variety of media. Scc- 
ond, and by far the most important, it is the 
result of a careful checking and rechecking of 
hundreds of actual credit jewelry store adver- 
tisements and the results that these advertise- 
ments brought. 

“Briefly described, the 100-Point System con- 
sists of 20 questions. Each one of these ques- 
tions refers to some essential factor in the 
make-up of a good advertisement. Different 
values attach to each question so that our 
final percentage rating may be an accurate 
one, with the most important factors receiving 
the highest ratings, but with even the more 
minor factors receiving ratings sufficiently 
high that it would be impossible to prepare a 
true 100-Point or 100 per cent advertisement 
without them. Trifles make perfection, but 
perfection itself is no trifle.” 


The speaker then proceeded to demon- 
strate through a prepared booklet dis- 


@ With a full quota 

of booths, the con- 

vention hall was 

thronged at all times. 

This view is looking 
south. 


just how to 


tributed at the convention, 


evaluate an actual advertisement by 
means of this system. Continuing he 
said: 


“The point to remember is that, almost re- 
gardless of the objective or special nature of 
your advertising, it is still possible to score 100 
points under the 100-Point System. Probably 
no advertisement could score a full 140 points 
without being a meaningless jumble of words 
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and pictures. Probably no 
should ever attempt to. 

“The idea is to see to it that your adver- 
tisements total at least 100 points. In many 
cases, it is entirely possible to bring an adver- 
tisement up to as high as 110 and maybe even 
$15 points. To attempt to go any higher is 
unwise. In general, the ad that rings the bell 


advertisement 


@ A scene of activ- 

ity looking south in 

an aisle in the Sher- 

man Hotel's grand 
ball room. 


at around 100 points can safely be considered 
a mighty good one in which to invest your 
money. 

“There is one thing I do want to make clear. 
In making our study of credit jewelry store 
advertising it became quickly evident that one 
important factor was lacking in most of it. 
This was the factor of selling—real, creative 
selling. 





“Offhand, you may say that that sounds 
foolish. You may say that every advertise- 
ment that was ever written was designed to 
get someone to want to buy something. That 
isn’t true. 

“Remember there is a mighty big difference 
between selling a diamond ring to a rferson 
who has already made up her mind to buy one, 
and selling a diamond ring to some other 
woman who hasn’t thought very much about 
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such an article. In the first instance the ques- 
tion is only one of style, price or what par- 
ticular store to patronize. This doesn’t call 
for any high order of sa!esmanship. 

“In the second instance, however, there’s a 
real selling job te be done. You’ve got io 
convince this woman that a diamond is more 
to be desired than anything else she might 





spend that money for. You’ve got to reach out 
to her with the pride of possessing a fine piece 
of diamond jewelry—you’ve got to let her thrill 
to the romance of wearing it. In short, you’ve 
got to create a little jewelry business that 
never existed before. 

“Just why do people buy jewelry? I'll tell 
you why they buy it. They buy it because 
it is precious—because it is fine—because it 
endures. They buy it because it is a mark of 
distinction that sets them apart from other 
people. They buy it because the human urge 
for personal adornment rates second only to 
the fundamental! urge for something to eat or 
a home in which to stay. They buy it because 
fine jewelry, gems and precious metals are 
tradition that has lived on through the cen- 
turies—and which stili lives today even though 
jewelers themselves have done little or nothing 
to intensify it. 

“There io no dark magic about a system 
such as this. A good advertising man who 
has had experience in advertising of a kind on 
which it is possib'e to check results will cover 
most of the points as a matter of course. It 
becomcs almost second nature to him, but even 
he will soon find that a good system will serve 
as an invaluable check list. It will enab‘e 
him to see quickly whether or not he has 
forgotten anything. It will help him tell 
whether or not he has given the proper 
emphasis to the proper things. I want to 
emphasize here that the 100-Point System is 
not meant to be a guide to advertising crea- 
tion. Instead, it is a check-up plan. 

“Certainly the system will prove of tremen- 
dous value if it does nothing more than get 
jewelers thinking more carefuly about each 
individual step in the preparation of every 
advertisement in which he invests his money. 

“To prepare your advertising according to 
the 100-Point System is not going to be easy— 
not if you are really conscientious about it. 











It’s going to cost more money to prepare your 
advertising according to the 100-Point System, 
too. You'll probably have to spend more 
money for such things as typography, artwork, 
cuts, borders, lettering and the like. 

“In closing, I want to add that we present 
the 100-Point System, in full realization of the 
many difficulties involved in producing a 
method that is infallible, one that will meet 
every condition or which is complete in every 
single respect. Maybe this will only be the 












stepping stone for an even better system which 
we may evolve step by step after an even 
more careful study and an even more detailed 
check-up on all the factors involved. 

“But at the same time, the system as it 
stands is presented without apologies. The 
average jeweler who acquaints himself with 
it and who follows it day in and day out 
stands to work an amazing improvement in 
his advertising efforts. It will bring to him 
a new conception of the handling of adver- 
tising detail—it will enable him to give a fin- 
ished touch of the skilled advertising man to 
what, as it stands today, is all too frequently 
done hit-or-miss.” 


Biow Talks on Profits 


On Tuesday afternoon, Milton Biow 
of the Biow Co., advertising agents, New 
York, presented an extremely interesting 
talk on the subject of “Proven Principles 
that Produce Profits.’ His remarks em- 
bodied six tests which merchants may 
apply to determine the competing lines 
he should stock and push. These tests 
mentioned Mr. Biow should take into 
consideration: Quality, style, mark-up, ad- 
vertising, price maintenance and ethics. 
Quicker turn-overs, lower inventories and 
larger profits will accrue to the merchant 
applying these tests, the speaker claimed. 


Shipe Warns of Taxes 


Another speaker on this program was 
A. K. Shipe of Washington, D. C., and 
attorney for the NACJ who presented 
some observations on future Federal tax 
legislation. The speaker stated it is 
rumored that one of the first propositions 
to be submitted to the next Congress will 





RM cebecieint ec. 


@ President Gibson was given this gold 
key to “all rooms” by the management 
of the Sherman Hotel. 











be that of broadening the income tax 
base, by lowering the exemptions, thereby 
compelling those with the smaller incomes 
to pay a Federal tax. Mr. Shipe also 
mentioned that there is a general feeling 
in Washington that if the tax base is 
broadened it might be felt wise to either 
reduce or eliminate certain of the so- 
called nuisance taxes. 


@ Part of the grand 

ball room’s exhibits, 

viewed toward the 
north. 





At this point he paid tribute to J. Frank 
Newman, executive secretary of the 
NACJ and others for their efforts in 
having this type of tax removed from 
jewelry. “My conclusions” ended Mr. 
Shipe, “are that at the next Congress 
some of the nuisance taxes will be re- 
moved, the present corporation taxes will 





be reauthorized, gift and estate taxes will 
be equalized. In addition something will 
probably be done regarding surtaxes on 
large incomes, but your guess is as good 
as mine regarding the broadening of the 
tax base and removing the exemptions on 
bonds. At any rate the future of tax 
legislation is not a comfortable or pleas- 
ant one for Congress, nor is it a bright 
one for the taxpayers.” 

The high spot of the convention social 
activities was the banquet held Thursday 
night in the ball room of the hotel. The 
diners were entertained during and after 
the meal by Ted Fiorito’s renowned dance 
orchestra and a troupe of stage and 
screen stars. On Tuesday afternoon the 
ladies attending the convention enjoyed 


@ The House on the 

Roof where Bulova 

Watch Co. execu- 

tives again were 

hosts to all comers 

at luncheon’ each 
day. 


104 






















@ A duo-purpose compact and cigarette 
case, by Waiter Lampl, was the ladies’ 
favor at the banquet. 


a Keno party held in the Hotel Sherman’s 
Crystal Room. 


The Exhibits 


From the moment the exhibits opened 
on Sunday afternoon until they were 
closed at noon Thursday the displays 
made in the three exhibit halls were the 
center of attraction. Manufacturers and 
distributors from many sections of the 
country were represented in these exhibits, 


@ A view of the 

convention hall, look- 

ing north down one 
aisle. 


which this year were unusually colorful 
and attractively arranged. All manner 
of merchandise used by and distributed 
through the credit jewelry store was on 
display and the fact that many of the 
items were being shown for the first 
time gave visitors an opportunity to make 
their fall and holiday selections or to 
become acquainted with what is to be of- 
fered during the coming season. The 
House on the Roof at the Hotel Sherman 
was a popular spot at noon daily where 
John H. Ballard, president of the Bulova 
Watch Co., and other executives and 
salesmen held forth as hosts to all those 
attending the convention. Continuing a 
custom started several years ago by the 
Bulova concern, luncheon was served to 
its guests. 
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Court Hits Trade-In 
And Close-Out Uses 
Under Fair Trade Act 


In its first action brought in New York 
under the Feld-Crawford Act, a State 
fair trade measure, the Hamilton Watch 
Co., Lancaster, Pa., won an important vic- 
tory when Judge William T. Collins, 
sitting in the Supreme Court, New York 
County, declared “trade-in” and “close- 
outs” as subterfuges to escape the pro- 
visions of the law. This declaration was 
part of a temporary injunction issued 
against Caroline R. Macher, now or 
formerly doing business under the style 
of Wholesale Watch & Supply Co., and 
Robert J. Macher, 15 Maiden Lane, New 
York. 

An extract of the court order follows: 


“Ordered that during the pendency of 
this action and until the rendering of a 
final decree herein, the defendants, and 
each of them, their agents and servants, 
are hereby enjoined and restrained from 
offering for sale or selling, the product of 
the Hamilton Watch Co., the plaintiff 
herein, or any part thereof, either directly 
or by subterfuge at prices below the 
minimum fixed by the Hamilton Watch 
Co., in accordance with the Fair Trade 
contracts and scheduled prices annexed 
to the complaint in this action. 

“The accepting of articles of nominal 
value and the giving of a trade-in allow- 
ance therefor in excess of the reasonable 
value thereof ‘as a trade-in’ is hereby 
declared to be a subterfuge to escape the 
provisions of the law and is hereby en- 
joined and restrained. 

“The selection of isolated models of the 
plaintiff's product and advertising them 
for sale as ‘closeouts’ is hereby declared 
to be a subterfuge to escape the provi- 
sions of the law, and such action is hereby 
enjoined and restrained. 

“If the defendants do, in fact, desire to 
close out their stock for the purpose of 
discontinuing, in its entirety, the product 
of the plaintiff, then the defendants may 
have 30 days from the date of this order 
to close out their said stock.” 


This action was started in August when 
the Hamilton Watch Co. charged that 
the defendants were offering Hamilton 
watches at discounts ranging from 30 to 
50 per cent as “close-outs” and under 
certain “trade-in” arrangements. The 
plaintiffs presented to the court affidavits 
tending to show that these practices were 
subterfuges. It was charged that old and 
worthless watches were offered to the 
defendants, who without examination al- 
lowed, the plaintiffs claimed, from $12 
to $15 “trade-ins” on the purchase of 
Hamilton watches. 

Proceeding on the “close-out” charge 
the Hamilton Watch Co. cited in its 
memorandum to the court, Section 2-a of 
Chapter 976 of the Laws of 1935, claim- 
ing that “the defendants are not closing 
out their stock of the produce of Hamil- 
ton manufacture. They are merely trv 
ing to avoid the law by taking certain 
items or models and using these as an 
attempt to come within the above quoted 
clause of the chapter.” 

Charging also that “the whole method 
of advertising of the defendants shows 
unfair trade,” the plaintiff went on in 
its memorandum to the court to state that 
“the defendants are neither wholesalers 
nor jobbers, although by innuendo of the 
most direct and formidable kind they 
attempt to convey the idea to the buying 
public that it is buying direct from people 
who are in the wholesale and jobbing 
business.” 
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RETAIL JEWELRY SALES MAP FOR SEPT. 1, 1938 





BB NON-REPORTING STATES 
{J INSUFFICIENT DATA 





The accompanying map shows how jewelry stores for each of the states for which 
figures are available compared with sales for August, 1937. Although they averaged 
11.9 per cent less than a year ago, this is distinctly a change for the better, for in July 
the figure had been 19 per cent under that of the preceding year. This upward trend is 


clearly shown in the chart below. 
It should be particularly noted that, whereas 


compared with July, this year August volume was 


This improvement is general, for in all but 


last year sales fell off slightly in August 
5.7 per cent ahead of last month. 
three of the reporting states this upward 


trend appeared. In fact, one-third of the individual stores reporting actually had larger 
sales in August of 1938 than in August last and three-fifths of the stores did a larger 


business in August than the preceding month. 


The figures are based on the combined reports of 828 stores spread through 27 states 
who supply data to the. Current Statistical Service of the Bureau of Foreign and Do- 
mestic Commerce. Their combined volume for August, 1938, was $2,188,600, as compared 
with $2,070,400 in July and $2,484,600 in August, 1937. 
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Kay Store Managers in New York 
for Christmas Buying 


Every manager of the 55 Kay jewelry 
stores located from Massachusetts to Cali- 
fornia came to New York, the week start- 
ing Sept. 18, to make purchases for the 
Christmas season. The fifth and sixth 
floors of the Park Central Hotel were 
given over to displays made by 45 manu- 
facturers and wholesalers. There were 
no planned social activities as the man- 
agers were kept busy making their Fall 
committments. 

A similar buying session was held in 
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New York in July in preparation for the 
24th anniversary sales which were held 
by Kay stores late last month. 





FOR CONNECTICUT LAW 


The Waterbury Watchmakers Guild 
of the Connecticut Horological Guild, 
affliated with the UHA, is conducting a 
fund raising campaign for the purpose 
of financing its share in the work of ob- 
taining a State licensing law for watch- 
makers. Anthony Petrillo is president of 
the Guild and Joseph O. Dahl, 117 Bank 
St., Waterbury, secretary. 





Providence Retailers 


Suffer Greatest Loss 


Manufacturers Overcoming 
Short Delays With 
Double Shifts 


With traditional New England 
fortitude and enterprise, all branches 
of the jewelry industry which suf- 
fered from the combined forces of 
wind and water which swept the 
Eastern seaboard in unprecedented 
fury the night of Sept. 21 were bend- 
ing every effort to restore normalcy 
to their stores and factories late last 
month. 

Caused by press and radio reports 
of the appalling loss in lives and 
property, fears of the retail trade in 
all parts of the country that orders 
would not be filled or would be great- 
ly delayed were’ quickly ailayed by 
manufacturers. 

While the manufacturing element of 
the jewelry trade is centered in Provi- 
dence, R. 1., the Attleboros in Massa- 
chusetts, and some of the Connecticut 
cities which suffered the brunt of the 
catastrophe, the damage to factories was 
slight, and practically the only hardship 
worked on the manufacturers was through 
the breakdown of power, transportation 
and communication facilities. 

By this time all manufacturers are 
working at full capacity; many working 
double shifts-to make up for their week 
or more without power. Shipments were 
being rushed with unusual dispatch, in 
order that no hardship be worked on 
jewelers who need replenished stocks. 


Providence Jewelers’ Loss $100,000 


The situation as seen by Robert C. 
Knox, assistant secretary of the Jewelers 
Board of Trade in Providence, is given 
in the following message, dated Sept. 29: 


“DEFINITE ESTIMATE OF ACTUAL 


FLOOD LOSSES TO RETAIL JEWELERS 





With National Guardsmen standing by, clerks began the task of 

clearing the slime-covered debris from the store of James A. 

Foster Co., Providence. The windows were looted at the height 
of the storm. (Acme photo.) 





Hurricane and Flood Braved by New England Jewelers 









































Many jewelers have stopped in the Hotel Biltmore, swank Providence, R. |., hostelry, but few 
are apt to recognize it in this picture taken when the hurricane-driven waters of Narragansett 
Bay coursed through the streets on Sept. 21. Yes, those are autos. (Pictures, Inc., photo.) 


IMPOSSIBLE. PROBABLE 
JEWELRY LOSSES IN PROVIDENCE 
BUSINESS CENTER WITH DAMAGE 
PROBABLY NOT EXCEEDING ONE HUN- 
DRED THOUSAND DOLLARS. MOST RE- 
PORT NO INSURANCE. NEW LONDON, 
WORCESTER, BOSTON AND OTHER 
CENTERS [LOSS RELATIVELY SMALL. 
HAVE NOT COMPLETED HARTFORD 
SURVEY. SOLE LOSS TO PROVIPENCE 
MANUFACTURERS IS LACK OF POWER 
TO OPERATE NOW. THIS SHOULD BE 
ADJUSTED IN A FEW DAYS. UTILITIES 
ARE DOING EXCELLENT REHABILITA- 
TION WORK. SHOCK TO INDIVIDUAI. 
NERVOUS SYSTEMS. GREATEST BLOW 
CAUSED BY SEVERE LOSS SUFFERED 
IN SHORE PROPERTIES AND LIVES. NO 
PAMAGE IN ATTLEBORO.” 


The fury of the sea is no novelty to 
New Englanders but the swiftness with 
which the hurricane moved found all un- 
prepared for such a phenomenon. 


GREATEST 


Tilden- Thurber Damage $20,000 


William G. Thurber of Tilden-Thurber 
Corp., Providence, R. I. jewelry retail- 
ers, and vice-president of ANRJA, 
graphically told of his experience in the 
following telegram: 

“RECORDING BAROMETER MY OF- 
FICE INDICATED BY 4 O’CLOCK 
WEDNESDAY AFTERNOON WE WERE 
IN FOR A BAD STORM AND REMOVED 


106 





ALL MERCHANDISE FROM SHOW WIN. 
DOWS. AT 6 PM CALLED BACK FROM 
A SUPPER MEETING OF EMPLOYEES 
ALL MEN, AS WATER COULD BE SEEN 
COMING UP WESTMINSTER ST. WE 
STARTEP REMOVING MERCHANDISE 
FROM BASEMENT. AT 6:15, FROM 
BROKEN OR BLOWN OUT SIDEWALK 
WINDOW, WATER WAIST DEEP AND 
SALVAGE EFFORTS TRANSFERRED TO 
FIRST FLOOR. AT 6:40 SHOW CASES 
BEGAN FLOATING OFF FLOOR AND 
TURNING OVER. AT 6:50 WATER 
REACHED 26 INCHES FIRST FLOOR, 
THEN BEGAN TO RECEDE. LOSS ES.- 
TIMATED AT 15 TO 20 THOUSAND. 
OTHER JEWELERS FURTHER DOWN 
STREET HARDER HIT DUE TO HIGHER 
WATER AND LOOTING. WATER 
REACHED NINE FEET IN MARKET 
SOUARE. WIND 96 MILES PER HOUR, 
WE REOPENED WITH LIMITED FA- 
CILITIES YESTERDAY.” 

As Mr. Thurber relates, his store fared 
better than others which were situated 
even lower in the downtown area of 
Providence, eight square blocks of which 
were flooded. Westminster, Weybosset 
and Washington Streets as far as Mat- 
thewson Street were under water. 


Water 8 Feet Deep 


One of the hardest-hit of the Providence 
jewelry stores was that of the J. A. Foster 





Before the big blow—The general offices of the International 

Silver Co., Meriden, Conn., presented this picture the afternoon 

before the hurricane. The water reached the tops of the posts 
in the foreground at the height of the flood. 
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Co. Bernard Boas, president, on Sept. 28 
wired this journal as follows: 


“WORST CATASTROPHE WE_ EVER 
EXPERIENCED, WATER EIGHT FEET IN 
bUR STORE. ALL WINDOWS BROKEN. 
CASES OVERTURNED AND SMASHED. 
WE ARE DOING EVERYTHING THAT 
WE POSSIBLY CAN TO REOPEN. WE 
WILL BE READY TO OPEN UP VERY 
SHORTLY WITH NEW MERCHANDISE. 
XLL PEOPLE WE HAVE DONE BUSI. 
NESS WITH HAVE BEEN VERY FINE 
AND ALREADY HAVE VOLUNTEERED 
TO ASSIST IN EVERY POSSIBLE WAY 
TO UELP US ALL THEY CAN. WE ARE 
VERY THANKFUL THAT ALL OUR HEL] 
CAME THROUGH THIS CATASTROPHE 
WITHOUT INJURIES.” 


A telegram the same day from E. Block, 
manager of the Rogers Jewelry Store 
tells of its plight: 


“IN COMPANY WITH ALL DOWN- 
TOWN PROVIDENCE JEWELERS THIS 
STORE WAS VERY SEVERELY DAMAGED, 
BOTH IN STOCK AND FIXTURES. DUE 
TO HEROIC WORK ON THE PART OF 
THREE OFFICE GIRLS AND SALES PER- 
SONNEL WE WERE ABLE TO SALVAGE 
SUFFICIENT MERCHANDISE TO PER- 
MIT OUR REOPE NING WHEN ELECTRIC 
AND PHONE SERVICE IS RESTORED. 
THE HAVOC ANIL SUFFERING ENDURED 
WEDNESDAY WAS INDESCRIBABLE, 
HAVING TO SWIM FOR OUR LIVES AT 
THE LAST MOMENT. HOPE TO REOPEN 
WITH NEW SPIRIT.” 


Shipments By Air 


Many manufacturers, in order to avoid 
even temporary inconvenience to custom- 
ers, resorted to extraordinary measures. 
The Gorham Mfg. Co. made emergency 
shipments by airplane, and Carl Art, Inc. 
took packages in private cars to New 
York and mailed them there, as postal 
service in Providence was completely 
stopped. 

Loss through property damage to manu- 
facturing interests of the storm-swept 
area was slight, and consisted almost en- 
tirely from time lost in production, due 
to power cessation and the break-down 
of communication and transportation sys- 
tems. The situation is clearly indicated 
by the following telegrams and letters: 


MERIDEN, CONN.. SEPT. 23. 

FLOOD AND HURRICANE TEMPORAR- 
ILY DELAYED OPERATIONS IN Seve 
RAL PLANTS. WILL BE LATE IN GET- 
TING MERCHANDISE OUT TO DEALERS 
BUT GENFRALLY SPEAKING EVERY- 
THING TODAY IS GETTING BACK TO 
NORMAL. EXPECT TO BE IN FULL OP- 
ERATION AGAIN Bi. XT WEEK. 

L. ZEITUNG 
INTERNATIONAL SILVER CO. 


NEW HAVEN, CONN., SEPT. 24. 

WE HAVE SUFFICIENT INVENTOR 
TO COVER DESPITE SHORT gt ; 
TIONS OF POWER. WE HAVE VER 
TLE DAMAGE TO PLANT OR E 4 
MENT AND NO HARM TO OUR EM 
PLOYES. WE ARE THANKFUL WE 
CAME THROUGH SO WELL. 

R. H. WHITEHEAD, 
NEW HAVEN CLOCK CO. 


PROVIDENCE, R. I.. SEPT. 
FACTORY IN PRODUC TION "AND SHIP- 
MENTS CONTINUE. 
W. R. COBB CO. 


PROVIDENCE, R. I1.. SEPT. 26. 

THRU FLOOD WE ARE WITHOUT 
POWFR AND LIGHT. EXPFCT TO HAVE 
IT HOWEVER IN A DAY OR TWO. WE 
FINISHED EVERYTHING WE POSSIBLY 
COULD AND AS THERE WAS NO MATI. 
SERVICE WE_TOOK THE PACKAGES IN 
PRIVATE CARS TO NEW YORK POST- 
OFFICE. OUR FACILITIES FOR MANU- 
FACTURING WERE NOT DAMAGED AND 
AS SOON AS WE HAVE POWER WE 
WILL MAKE UP FOR LOST TIME. 

CARL ART, INC. 


PROVIDENCE, ¥.. SEPT. 26. 
OUR PLANT ReesU MED NORMAIT. OP. 
ERATIONS TODAY. 
SPEIDEL CORPORATION. 


PROVIDENCE, R. JT.. SEPT. 26. 
FACTORY SHUT DOWN. 
SUME SHIPMENTS LAST OF WEEK. 
HARVEY AND OTIS. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1938 


EXPECT RE- 














PROVIDENCE, R. 1., SEPT. 26. 
NO DAMAGE TO PLANT OR MERCHA 
DISE. RESUMPTION OF _ BU SINES: Ss 
co. 


PENDING RETURN OF POWER ON 
J. J. WHITE MFG. 


PROVIDENCE, R. I., SEPT. 26. 

ONLY SLIGHT DAMAGE TO FACTORY. 
GAS SUPPLY TEMPORARILY SHUT OFF 
apts RESUMING PRODUCTION FULL 

CAPACITY SEPTEMBER 28TH STOP 
KMERG 29h Mil MENTS BEING SEN' 


BY ATIRPL 
E. M. MAYO, 
GORHAM MFG. CO. 


Schedule Overtime Plans 


PROVIDENCE, R. I., SEPT. 26. 

Py DAMAGE TO _ FACTORY. WILL 

TART SHIPPING JUST AS SOON AS 
REC CEIVE ELECTRIC POWER WHICH 
WILL BE IN A DAY OR TWO SO WE 
WILL WORK OVERTIME AND CATCH 
UP WITH OUR ORDERS. 

MANCHESTER SILVER CO. 


PROVIDENCE, R. I., SEPT. 26. 

OUR PRODUCTION NOW NORMAL. 
SHIPMENTS STARTING TODAY WITH 
NORMAL EXPECTED WITHIN TWO 


DAYS. 
KESTENMAN BROS. 


PROVIDENCE, R. I., SEPT. 26. 

NO DAMAGE TO FACTORY. READY TO 
RESUME OPERATIONS AS SOON AS 
ELECTRIC POWER IS AVAILABLE, POS- 
SIBLY WEDNESDAY. 

OSTBY AND BARTON CO. 


WAL 1. INGFORD, CONN., SEPT. 26 
* OUTSIDE OF THE DELAY IN 
TR. ANSPORT ATION OF GOODS, THAT IS, 
RAILROAD TROUBLE, ETC., WE ARE 
OPERATING NORMALLY. 
THOMAS H. McCREADY, SALES MGR., 
R. WALLACE & SONS MFG. CO. 


PAWTUCKET, R. I. 
SEPT. 26, 1938 

WE ARE PLEASED TO REPORT THAT 
OUTSIDE OF BEING COMPELLED TO 
SHUT DOWN FROM WEDNESDAY 
AFTERNOON WHEN THE STORM CUT 





OFF OUR POWER AND LIGHT, UNTIL 
THIS MORNING, OUR FACTORY CAME 
THROUGH WITH THE LOSS OF ONLY 
A FEW WINDOWS. 

GEORGE H. FULLER & SON CO. 


PROVIDENCE, R. I. 
SEPT. 26, 1938 
OUR PLANT OPENED TODAY ON A 
FULL PRODUCTION BASIS AND DE.- 
LIVERIES WILL START IMMEDIATE- 
4Y. WE ARE HAPPY TO REPORT 
THAT OUR MERCHANDISE WILL BE 
SHIPPED AS FAST AS IT CAN BE 
MANUFACTURED. OUR PLANT WAS 
NOT SERIOUSLY DAMAGED AS WE 
ARE FORTUNATE IN THAT WE ARE 
SITUATED OUT OF THE CITY PROPER. 
G. A. INGLEBY, 
THE HADLEY COMPANY 


PROVIDENCE, R. I. 
SEPT. 26, 1938 

WE ARE GLAD TO ADVISE THAT 
OUR FACTORY SUFFERED NO DAM- 
AGE EITHER FROM THE HURRICANE 
OR THE TIDAL WAVE .. . EXPECT 
TO RESUME OPERATIONS JUST AS 
SOON AS POWER IN THIS SECTION 


IS RESTORED. 
M. O’CONNELL, 
LOUIS STERN CO. 


Swank Products, Inc., manufacturers of 
men’s jewelry and braces, at Attleboro, 
Mass., has broadcast an offer to all its 
retail distributors in New England, whose 
Swank merchandise may have been dam- 
aged during the hurricane, to refinish and 
rebox it, free of charge, and again put 
it in salable condition. 

The following letter from E. P. Ling- 
ham, Boston, New England representative 
of the JEWELERS’ CIRCULAR-KEYSTONE, 
dated saturday evening, Sept. 24, four 
days after the storm struck, gives a 
graphic picture of conditions as he saw 
them in Providence: 

“This is being typed by lamplight (a 
borrowed lamp, after three nights with 
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Now in their new offices in the 


Pittsfield Building 


55 E. WASHINGTON ST., 
CHICAGO 


... Where en- 


larged and improved quarters al- 
low them to serve you better. 


17 N. ACHTERGRACHT, AMSTERDAM 
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is Your Belt 
BUSINESS? 


It Could Be Better! 
If you Featured the 


BRAXTON 


This is not just another leather strap—but 
the only belt manufactured with a special, 
built-in comfort feature. 


When you sell a “BRAXTON” you gain 
a customer and keep a friend. 


Genuine COWHIDE, 1” and 13%”, $18.00 
per dozen without buckles. Genuine 
PIGSKIN, 1” and 1%”, $24.00 per dozen 
without buckles. (With bronze tongue 
buckles, add $1.50 per dozen extra.) 
Write us. 


STERLING 
BUCKLE 

No. 7903 
$9.00 


A DOZEN 


Tie chains 
to match 


$9.00 


nee 
i 
\ 





TO DEALERS—Upon request we shall 
be happy to send one of our salesmen who 
will demonstrate and explain the unique 
features of this belt, including the business 
building, profit making possibilities asso- 
ciated with it. 


Queen City Buckle Mfg. Co. 
TEMPLE BAR BUILDING 
CINCINNATI, OHIO 








only candles). It is typical of the handi- 
caps everyone is facing, in one way or 
another. 

“Went to Attleboro and Providence yes- 
terday. Most plants in Attleboro were op- 
erating, power having been restored that 
morning. Came into Providence 
found what seemed to be more trees down 
than standing, with attendant blocking of 
roads and damage to houses. Then, after 
parking in the residential district, be- 
cause no cars except for emergency pur- 
poses were permitted in the business sec- 
tion, walked down to view a very sad 
sight indeed. 


“The tidal wave came without warn- - 


ing, catching everyone unawares. Talked 
with Lee Abisch, head watchmaker at the 
Foster Jewelry Store who said that at 
5:15 p. m. water began to rise in the 
streets, so doors were closed. Nobody 
had the slightest idea it would rise above 
the sidewalks. 

“In less time than it takes to tell it wa- 
ter was in the store, five, six, seven feet 
deep, according to location. 

“Great logs rushed by in the swirling 
torrent, ramming store windows and 
stalled autos. 


Looters Wade Through Water 


“Then, as the water was still rising, 
came the vandals, wading in water up 
to their necks, with bags slung over their 
shoulders. Windows still unbroken they 
smashed) and gathered up silver and other 
articles in the windows. The store per- 
sonnel was in the upper windows looking 
down on them, but shouted warnings were 
ignored. Thousands of dollars in mer- 
chandise was stolen in this way. 

“No telephone calls could be made. 
There was no elevator service—no op- 
portunity to eat—nothing in the line of 
the normal services of a metropolitan 
center, with the exception of a few buses. 
Everywhere damaged merchandise and 
decayed food was being shoveled onto 
the sidewalks. Everywhere you heard 
harrowing tales of rescues and loss of 
life and property. ' 


Shore Property, Yachts Wrecked 


“One of the saddest phases is the added 
loss and sorrow caused by the tidal wave 
along the shore. Almost every manufac- 
turer in Providence and the Attleboros 
had shore property and fine yachts. Losses 
in this category are beyond comprehen- 
sion.” 





Obituaries 








Louis S. JAFFE, 45, Manchester, Conn., 
jeweler, died suddenly on Aug. 31. 

Joun Heck, 59, Wilkes-Barre, Pa., 
jeweler, for 13 years, died on Sept. 3. 

Roy M. Tuomas, 40, San Antonio, 
Texas, jeweler, was found dead in his 
store, Sept. 2 

ArcHiE C. HEALY, jeweler for 35 years, 
died suddenly, Sept. 16, at his home in 
Norwood, N. Y. 

FREDERICK H. WALKEMEYER, 63, Ridge- 
field Park, N. J., jeweler, died of a heart 
attack, in August. 

Rocer F. GRANZIN, 62, New Orleans, 
La., jeweler for more than a quarter of 
a century, died on Sept. 17. 

ADOLPH ROSENBERG, wholesale jeweler 
and diamond importer at 50 Columbia 
Ave., Newark, N. J., died Sept. 12. 
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CHARLES LIEBENAUER, who operated 
jewelry stores in and around Cleveland, 
O., for the past 25 years, died there re- 
cently. 

ELMER E. Gipson, 74, who was in the 
jewelry business in Marissa, IIl., for over 
50 years, died at the home of a son in 
Atlanta, Ga. 

CHARLES W. RomPEL, 65, former Louis- 
ville, Ky., retailer, died Sept. 12, follow- 
ing a stroke, while at work as watch- 
maker in the store of Jacob H. Gordy. 

Bruno HANDFIELD, 89, who worked in 
the jewelry trade in Boston for many 
years, and in Montreal, Canada, died on 
Sept. 5, at his home in Verdun, near 
Montreal. 

Oscar E. Eckert, long a partner ip 
jewelry firm of Henry E. Eckert’s Sons, 
Watervliet, N. Y., died Sept. 13. Henry 
J. Eckert, with whom he was associated, 
continues the business. 

Louis F, LENAU, 82, at one time a mem- 
ber of the firm of Lenau & Thomas, of 
Attleboro Falls, Mass., but with the 
Cheever, [weedy Co. for most of his 
career, died Sept. 6, at his home in North 
Attleboro, Mass. 

Frep W. MUELLER, 55, a jewelry sales- 
man for 20 years, died Aug. 23, at his 
home in St. Louis, Mo. Employed by 
Scruggs-Vandervoort-Barney, Mr. Muel- 
ler was formerly with the F. W. Drosten 
Jewelry Co. and Mermod, Jaccard-King 
Jewelry Co. 

Dr. Epwarp J. STAEBLER, 65, optome- 
trist and jeweler at Portsmouth, O., for 
many years, died 33 hours after his wife’s 
death, on Sept. 1. Mrs. Staebler suffered 
a fatal heart attack while attending Dr. 
Staebler, who had been seriously ill for 
two months. 














————_ Jewelers seeking the 
better and exclusive 
type of lamps will 
welcome the new 
units styled by Ar- 

——S den. 

Write for our 26-page catalog illustrat- 

ing 36 smart lamps. 





Sole agents and wholesale distributers 
in the United States for Plain or Dec- 
orated Copenhagen Porcelain lamps. 


ARDEN LAMPS & SHADES 
16 E. 53d St. N. Y. City 
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Government Bureau Releases 
Commercial Standards Text for 
Karat Gold, Platinum Articles 


Printed texts of two commercial stand- 
ards, one covering karat gold articles and 
the other articles made wholly or in part 
of platinum, both of which have already 
been promulgated, was released last 
month by the United States Department 
of Commerce. 

The platinum standard, CS66-38, be- 
came effective for new production on June 
20 of this year, while the effective date 
for clearance of existing retailer stocks 
has been fixed at June 20, 1939. For the 
gold standard, CS67-68, the effective date 
for new production is Nov. 25, 1938, and 
for the clearance of existing retailer 
stocks a year later. 

The standard for platinum articles es- 
tablishes terminology, definitions, abbrevi- 
ations and minimum requirements for 
quality marks on platinum and part- 
platinum articles, and requires that these 
quality marks shall be accompanied by 
trade marks registered in the United 
States to fix responsibility for quality. 

The standing committee named to re- 
view, prior to circulation for acceptance, 
revisions proposed to keep the standard 
abreast of progress and to receive com- 
ments and suggested revisions is com- 
posed of representatives from the manu- 
facturers, distributors, consumers and 
assay laboratories. This committee is as 
follows: Manufacturers, William  B. 
Ogush, Katz & Ogush, Inc., chairman, 
and John L. Corbett, Corbett & Bertolone, 
Inc., both representing the Jewelry Crafts 
Association, and G. H. Niemever and 
Sigmund Cohn, the Jewelers Vigilance 
Committee; Distributors, George A. 
Fernley, Philadelphia, National Whole- 
sale Jewelers Association; Wilson A. 
Streeter, Philadelphia, American National 
Retail Jewelers Association; Max Schus- 
ter, L. Bamberger & Co., Newark, N. J., 
National Retail Dry Goods Association; 
consumers, Miss Keturah Baldwin, Amer- 
ican Home Economics Association; a rep- 
resentative to be appointed by American 
Association of University Women, and 
Miss Virginia Addison, General Federa- 
tion of Women’s Clubs; assay labora- 
tories, L. P. Ledoux, Ledoux & Co., and 
Thomas A. Wright, Lucius Pitkin, Inc. 

The objects of the karat gold standard 
are: to establish a minimum of 10 karat 
for gold articles bearing a quality mark; 
to require that the quality mark shall be 
accompanied by a trade mark registered 
under United States laws to fix responsi- 
bility; to prohibit loading or weighting 
of gold articles bearing quality marks; to 
prevent the misrepresentation of other 
precious metals as gold and to eliminate 
the term “solid gold” except as applied 
to fine gold. 

Raymond E. Ostby, Ostby & Barton Co., 
representing the New Fngland Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation, is chairman of the committee for 
the gold standard and is being assisted 
by the following: Manufacturers, L. M. 
Van Riper, Optical Manufacturers Asso- 
ciation; Mr. Niemeyer and Mr. Ogush; 
distributors, Charles Ellbogen, Stein & 
Ellbogen Co., representing National 
Wholesale Jewelers Association; Mr. 
Streeter, ANRJA, and Ephraim Freed- 
man, R. H. Macy & Co., National Retail 
Dry Goods Association. 

Copies of the standards are obtainable 
at a cost of 5 cents each from the Super- 
intendent of Documents, Washington. 
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-FALLAOSS 


Quality House Furnish- 
ings Merchandise Ad- 
vertised by Leading 
Manufacturers in the 
Buying Guide. 

Alvin Corporation 


4a 
Cambridge Glass Co. 


* 
Chase Brass & Copper 
Co. 6 
Chelsea Clock Co. 


a 
Colonial Manfg. Co. 
& 
Copeland & Thomp- 


son, Ine. 
* 
Fostoria Glass Co. 
e 
Gorham Co. 


© 
Andrew B. Hendryx 
Co. r 
International Silver Co. 


Georg See 
Kensington, Inc. 
The Megeween Co. 
McGraw Electric Co. 
G. & C. Biestons Co. 


* 

Oneida Ltd., Heirloom 
Plate «6 

Reed & Barton 


The Silex Co. 
2 
Towle Manfg. Co. 
e 


A. J. Van Dugteren & 
Sons, Inc. 


= 
Verlys of America, Inc. 


© 
R. Wallace & Sons 
Manfg. Co. 


The Watson Co. 
* 
Josiah Wedgwood & 


Sons, Inc. 











HOUSE 


S22 Madison Ave. 
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A GREAT 
MERCHANDISING FORCE 
TO BUILD 

RETAIL BUSINESS 


When you help a bride to plan her 
first home—to realize the dreams 
that are the heritage of every woman 
—you have an unequalled chance to 
“sell her for life’"—to make her your 
permanent client. 


“Buying Guide for the Bride” en- 
ables you to show her the newest and 
loveliest things of the great manu- 
facturers—the things that make her 
house of dreams come true —and 
make your sales increase. 


A request on your letterhead will 
bring you a free copy of this stunning 
book. Additional copies will be sup- 
plied at less than cost—25c each, in- 
cluding mailing envelopes in less than 
100 lots—20c each in lots of 100 or 
more. The retail price is 50c. The 
combined authority of a great maga- 
zine and more than 70 great manu- 
facturers points the way to better 
business for you this Fall. 


Write today for your copy—and or- 
der your supply early. 


BEAUTIFUL 


New York 
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EXTRA VALUE. 
SPECIAL 









SPECIAL NO. J10—10/0 size, 
Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 










Send for our new 1938 24-page cata- 
log and also our latest bulletin 
illustrating hundreds of exceptional 
values in high grade reconditioned, 
guaranteed watches. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I.D. Watchcases 


5 South Wabash Avenue 
Chicago, IIl. 

















NOBLE 


JEWELRY FINDINGS 
for Manufacturing 
and Repair Work 


F. H. NOBLE & CO. 


Manafacturers 


559 W. 59th Street, CHICAGO 











Census of Watchcase Industry 
Shows Employment, Production 
and Wage Increases in 1937 


Preliminary figures on watchcase manu- 
facture in this country, compiled from the 
returns of the recent biennial Census of 
Manufactures, released last month by 
William L. Austin, Director of Census, 
Department of Commerce, show a mod- 
erate increase in employment and con- 
siderable increases in wages and produc- 
tion for 1937, when compared with 1935. 
Plants with an annual production of less 
than $5,000 have been omited from census 
figures since 1919 because they account 
for only a negligible portion of the na- 
tional output. 

According to these newest statistics the 
wage earners employed in the watchcase 
industry in 1937 numbered 2451, an in- 
crease of 21.6 per cent over 2016 reported 
for 1935. In 1937 their wages, $3,156,276, 
exceeded the 1935 figure, $2,328,602, by 
35.5 per cent. The value of products for 
1937 totaling $10,357,644, showed an in- 
crease of 48.3 per cent over the 1935 fig- 
ure of $6,982,892. Both in 1937 and 1935 
the establishments numbered 29. In 1933 
there were 20 establishments, with the in- 
come of all wage earners, $1,006,388 and 
the value of products $2,657,402. 

The 1937 output of gold, platinum or 
silver watchcases for men was 45,459, 
valued at $689,379, and for women, 172,- 


237, worth $1,054,055; gold filled for men, , 


2,631,077 worth $2,755,246, for women, 
2,425,915 worth $1,794,645 ; base metai for 
men, 1,007,976 worth $516,898, for women, 
421,555 worth $177,971; those not sepa- 
rately reported by kinds of metals, 1,392,- 
877 worth $2,520,189 and others 366,957 
worth $370,678. 





Gains in Lapidary Industry Shown 
by 1937 Census Figures 


A considerable increase in employment 
and a decided jump in the value of prod- 
ucts for 1937 have been reported from 
establishments engaged primarily in 
lapidary work in this country. This in- 
formation was contained in preliminary 
figures compiled from returns of the re- 
cent biennial Census of Manufactures 
released last month. 

Classified for census purposes, these 
establishments embrace those engaged 
primarily in the cutting, re-cutting, polish- 
ing and setting of diamonds and other 
precious and semi-precious stones, the 
drilling of pearls, preparation of jewels 
for watches, chronometers and surveyors’ 
instruments and the preparation of real 
and imitation stones for emblems. The 
government also reports that this work is 
done to some extent on a contract basis 
on materials owned by others and the 
establishments that operate on this basis 
report their receipts for work done as 
“value of products.” 

Figures show that the number of wage 
earners employed in this industry in- 
creased 41.8 per cent, from 153 for 1935 
to 217 in 1937. Their wages increased 
from $200,787 in 1935 to $306,118 in 1937, 
a jump of 52.5 per cent. The value of 
products of the industry in 1937 amounted 
to $4,390,587, a gain of 114.2 per cent 
over $2,049,813 reported for 1935. 





TITUSVILLE, Pa.—Arthur F. Nelson, 
jeweler at 111 S. Franklin St., celebrated 
the anniversary of his store early last 
month. 
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DON’T 
‘Renew that Policy 


... ‘til you get a quotation from 
the Jewelers Own Company. 

* 
We write fire—windstorm—Ex- 
tended Coverage for all in the 
Jewelry Industry. 

& 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

* 
Present dividends: 
33 1/3% on fire policies 
25°%, on windstorm policies 


Ss AT eee UN CUR 


EWELERS 
MUTUAL 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILDING 
Ne a) OO 




















and for these many years 
the center around which 
Philadelphia’s business, 
social and amusement 
circles closely revolve. 


One of the Few Famous Hotels in America 


BELLEVUE 
STRATFORD 


IN THE HEART OF PHILADELPHIA 


CLAUDE H. BENNETT, GEN. MGR. 
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Oneida Ltd. Wins Temporary 
Injunction in Suit Under 
New York Fair Trade Act 


At a hearing held in his chambers at 
Stamford, N. Y., Sept. 14, Judge Andrew 
J. McNaught of the New York Supreme 
Court signed an order for a temporary 
injunction restraining the Macher Watch 
Co., and Caroline R. Macher, doing busi- 
ness under the name and style of the 
Wholesale Watch & Jewelry Co. 15 
Maiden Lane, New York, from selling 
any Community Plate and Tudor Plate 


acquired after Dec. 27, 1937 at prices be- _ 


low the minimum retail prices established 
by Oneida Ltd., in its Fair Trade Act 
contracts. 

This action was brought by the Oneida 
concern under the Feld-Crawford Act, 
New York State’s fair trade law. Ac- 
cording to E. F. Kitendaugh, manager 
of the plaintiff's legal department, an ef- 
fort will be made to bring it to trial 
without delay. 

In a previous action brought against 
the Macher Watch Co., by Oneida Ltd., 
the court refused to issue a temporary 
injunction against the defendant on the 
grounds that the latter had purchased its 
stock of Community Plate and Tudor 
Plate, which it allegedly sold at cut prices, 
prior to the Fair Trade Act notice from 
the plaintiffs. This latest litigation, how- 
ever, is based on claims that the de- 
fendants sold below the established retail 
prices new patterns of Community Plate 
and Tudor Plate introduced in 1938. The 
Oneida concern’s Fair Trade Act con- 
tracts in New York, it is pointed out, are 
dated Dec. 27, 1937. 

There being no precedent, no temporary 
injunction was issued in the first action 
brought against the Macher concern by 
Oneida Ltd., but this technically, it is 
expected, will be decided at the trial for 
a permanent injunction. According to 
Mr. Kitendaugh every effort is being 
made to bring this action to trial at an 
early date. 





Wisconsin Attorney General Terms 
New London Prize Plan Lottery 


Jewelry stores and others in many 
Wisconsin cities who have been co- 
operating within the past two years in 
promoting business under what is known 
as the New London plan, may have to 
discontinue the practice, because it has 
been termed a lottery in an opinion 
handed down to District Attorney Wil- 
liam R. McDaniel of Lafayette County 
by Attorney General Orlando Loomis. 

The plan provides for the setting aside 
of one day each week, at which time there 
is a public drawing of previously signed 
ticket stubs, the winners of which receive 
cash awards. The money is contributed 
by business and professional men. Loomis 
said that he reached his decision reluc- 
tantly, because the plan was obviously 
aimed at promoting business interests of 
the communities in establishing them as 
trade centers. 





The Leon E. Fisher Co., Inc., has been 
chartered to conduct a jewelry business 
in Albany, N. Y. The directors are Leon 
E. Fisher and Ruth B. Fisher, 891 Mercer 
St., Albany. 

The Crown Ring Mfg. Co., Buffalo, 
N. Y., has increased its capital stock, ac- 
cording to papers filed recently with the 
Secretary of State at Albany, N. Y. 
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THRILLINGLY A 


ENCHANTRESS <——__——— 
COMPACTS 
Fer-te-bom ol-selob beled) 


PLUS a Full 


Keystone Profit REVELATION ....... 


@ Recognizing the jeweler’s right to full ; : Me 
profit, Elgin American heads its line this design patent No. 1 
year with compacts featuring triple sales 
power. 

First, they have the beauty appeal charac- 
teristic of Elgin American merchandise in 
the past. Second, they have novel, exclusive 
features that are practical and powerful in 
demonstration over the counter. When dis- 
played and explained, the convenience of 
one hand operation without the fingernail 
is impressive. Add the beauty appeal of 
these compacts and the effect grows irre- 
sistible. Third, they are being advertised - 
in national magazines to create interest and 
ready acceptance for them, and the Elgin 
American line. (Local ad mats on request.) 


——_ 


MERRY GO ROUND $15 


That's sales power of exceptional strength. 
It makes it worthwhile to push Enchantress 
Compacts for the full profit margin their 
prices include. It makes it urgent for you to 
see and select from the Elgin American line 
—the widest and most complete in the field. ID} iyabstoisha-Mel-sslepet- 


f. ? ; for every costume 
s ti meucan Evelo Rolerer-t-ploselep betes t= 
g (o} ao Ko} 0 os C-Wa r mOLOn 
Division of Illinois Watch Case Co., Elgin, Illinois ES ete up. 

CHICAGO: NEW YORK- LONDON: TORONTO | 


50th Anniversary 


Use this Coupon for convenient ordering 
SOPPPUECEU CECE CECECEU EEE UEE EERE EEE 


Elgin American, Elgin, Illinois 





Gentlemen: 
Please send the following ‘“‘Enchantress’’ Compacts: 
Dz. Revelation Bronse EB. T. (Single Only) «.... 2... ccccceccccccceccces $4.50 each 


—— Dz. Merry-Go-Round Bronze Multi-Colored Ornamented (Single Only)... .$7.50 each 
Dz. *Revelation style Plain Enamel Single or Double—Black, White, Yel- 





low, Biue, Cerise, Brown, or Bronze Butler .........-...+-0eeeeeeeees $2.50 each 
—— Dz. *Merry-Go-Round style Plain Enamel Single or Double—Black, White, 
Yellow, Blue, Cerise, Brown, or Bronze Butler ..............-.-++--00s $2.00 each 
*Single for Loose Powder Only When ordering specify 


*Double for Loose Powder & Rouge Single or Double. 
Terms: 1% 10th Prox. F.O.B. Elgin, Illinois. 


OCR CLES Cee 


I oxo 'e's Sa Sad et cncenden eeaaeees 
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Gold & Silver Charms 


DOUBLE LUCK MARRIAGE 


ae 
i} \\ 
WISDOM 


CUNNING 


- 
Ar 
\< 
* 
™~. 


FORTUNE ENGAGEMNT 





Write for complete catalogue ; 
Simons Bros. Company 
269 S. 9th St. Philadelphia, Pa. 


OPALS... 


Cut from the Rough 


A_ jeweled 
tropical fish 
with a body 
of flashing 
opal. 



















to Suit 
Your Requirements 


A QUAMARINES 
EMERALDS 
SAPPHIRES 


Superior Gem Co., Inc. 
Cutters & Importers of 
Precious & Semi-Precious Stones 


22 West 48th Street 
New York City 











A.N.R.J.A. Mid-Year Meeting Opens 
Two Days After Golden Gate 
Exposition in February 


Patvific Coast jewelers, who will be 
hosts at the second mid-year convention 
of the American National Retail Jewel- 
ers Association, are proceeding with dis- 
patch on local arrangements for holding 
the conclave the week of Feb. 20 in San 
Francisco, Cal. Although the convention 
was given provisionally to San Francisco, 
only the completion of satisfactory ar- 
rangements with the national offices now 
stands in the way. 

The California R.J.A., the Horological 
Association of California and the South- 
ern Pacific and Western Pacific Railroad 
time inspectors will all hold annual meet- 
ings during the convention. 

A style show and symposium, such as 
that which made such a hit at the Min- 
neapolis mid-year convention, last Febru- 
ary, is one of the high spots on the tenta- 
tive program. This feature and the 
Golden Gate International Exposition on 
Treasure Island in San Francisco Bay, 
which will open on Feb. 18, will assure a 
heavy attendance. 

Local arrangements are in the hands of 
Arthur H. Dibbern, Glendale, Cal., execu- 
tive secretary of the California R.J.A. and 
regional ANRJA_ vice-president, and 
Stanley A. Pope, San Francisco, manager 
of Time Service of the Southern Pacific 
R. R. The special convention committee 
is composed of Secretary Charles T. 
Evans, New York; Treasurer A. W. An- 
derson, Neenah, Wis., and Henry F. 
Stecher, Milwaukee, Wis., regional vice- 
president. 

Secretary Evans announces that the 
week of Aug. 28, 1939 has definitely been 
set for the 34th annual convention, to 
again be held at the Waldorf-Astoria 
hotel, New York. Mr. Evans predicts a 
sell-out of exhibit space early this month 
as 88 exhibit booths, in addition to the 
West Foyer, which will again be taken 
by the International Silver Co., were 
engaged last month. 





Customs Mix-Up Causes Few Days’ 
Hitch in Watch Importing 


Swiss watch importers suffered a brief 
moment of panic late last month when 
New York Customs officials, misinterpret- 
ing new regulations of the Treasury de- 
partment, held up heavy fall imports for 
a few days until the matter was satisfac- 
torily adjusted in Washington through the 
efforts of the American Watch Assemblers 
Association. 

Norman M. Morris, importer at 608 
Fifth Avenue, New York, president of 
the association, received inquiries from 
anxious importers when they learned on 
Sept. 22 that their shipments had been 
impounded by custom officials because the 
watch movements were not marked in ac- 
cordance with recently promulgated tariff 
regulations. 

The regulation in question pertains to 
the marking of foreign-made products, 
and requires fuller marking as to the 
source of origin, but as the Watch As- 
semblers Association quickly pointed out 
to Washington Treasury officials, watch 
movements are specifically exempted. 

The Treasury department confirmed 
the watch importers’ position and the 
shipments were released on Sept. 24, 
after a delay of only a few days. 
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PERSONALIZED 
CHARM BRACELETS 


got charm Bracelets lat, 
Your NAME o 


_ acefla Coser lne 


a Wate you watt 














Navy Blue, Enameled Letters 
Gold Plated, Acid-Proof Chains 


Assortment No. 03636 


Chest containing 3 gross letters, 6 dozen 
chains and hooks for attaching, to make 6 
dozen bracelets (average 6 letters). Plus 
counter display as shown with 1 finished 
bracelet attached. Above assortment $30.00, 


net. 
Assortment No. 03599 


Completely assembled ready for sale: Re- 
member Me—Forget Me Not—I Love You— 
Sweetheart. 3 each assorted to dozen on 
counter display. $6.00 a dozen, net. 


ARROW NOVELTY CO., INC. 


62 West |4th St. New York City 
A NA ARLESS CN RLEAS LEA SENET 


ef KUR 37 MAIDEN LANE 


53 NEW YORK, N. Y. 


BUY DIRECT FROM IMPORTER 


FINISHED BALANCE STAFFS 
for Swiss Watches. Also imita- 
tion Staffs for Elgir, Waltham and 
cther American Watches. 3000 
gross in stock, over 300 different 
sizes, models and lignes. Also 
STEMS for Swiss Watches. 
Per ees (not less of one kind).. 
Per gross (not less of one kind). 
ASSORTMENTS of Balance Staffs 
or beny for A. S. or BULOVA 
or GRUEN Watches, from Baguette 
to 10% ligne. Each assortment con- 
tains 12 differert models. 
Asst. of 3 dozen..$1.00 6 dozen.. 1.75 
Assortment of Stems for A. S. B 
ELGIN Watches. {| dozen of each, 4 models 
= each watch. Price per gross.............. 2.00 
Balance Staffs for SWISS Watches. 24 differ- 
ent models for BAGUETTE from 2/2 to 4% 
ligne. Per assortment of 6 dozen............ 
CABINET of 144 dozen Balan-e Staffs, 144 
differe-t kinds for Swiss Watches or for Swiss 
and American Watches, | dozen of each kind. 
Each s.ze or model in separate, celluloid, 
rust-proof bottles, fitting approximately 200 
DIFFERENT MOVEMENTS, from Baguette 
to 16 size. Per assortment of 144 dozen 0.00 
4 assortment of 144 half-dozens............ 18.00 
ALANCE HOLE JEWELS for American 
Watches. high grade quality. Per dozen...... 
BALANCE HOLE JEWELS for Swiss 
Watches, assorted from 4/2 to 1042 ligne, 
per gross..$1.50. From 10% ligne to 16 size 1.25 
In Stock New Style — Jewels. Also 
Pallet Jewels and Roller Jewels. 
ASSORTMENT of FIN ISHED. CYLINDER 
BALANCE Ae £45 bw different, separate 
. 0. 0 17, that is from 4% 
ligne up to 16 size porket watehes. 18 —_ 
Per dozen of ONE number from No. 0 to 6 
Per dozen of ONE number from No. 7 to No. 17 75 
100 CROWNS, assorted popular sizes........ $1.25 


Shipped C.O.D. or against payment in ad- 
vance. Postage Charged. 





$ .25 
$2.50 


$2.00 








Asiatic Offers—for your Approval— 
Indian Jingle Bell Bracelets & Rings, 
Victorian English Locket Necklaces, 
Sterling Silver Florentine Jewel Boxes, 
Real Bohemian Garnet Jewelry. 


ASIATIC ART JLY. CO. 


64 W. 48th St. New York City 
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Samuel Wechsler, dealer in diamonds 
and precious stones, returned recently 
from Los Angeles, Cal., and is now lo- 
cated at 542 Fifth Ave. 

A jewelry department has been started 
on the first floor of the Ludwig Baumann 
Co. store at Jamaica Ave. and Merrick 
Road, in Jamaica, L. I. 

Jacob Baumgold returned late last 
month from a ten-day selling trip, going 
as far west as Chicago, for Baumgold 
Bros., diamond cutters at 62 W. 47th St. 

Victor Lambert, president of Lambert 
Bros., Lexington Ave. retailers, returned 
on Sept. 21, aboard the Ile de France, 
after a buying trip to Holland and 
France. 

H. Kuri has taken a new location on 
the 8th floor at 37 Maiden Lane, which 
is three times as large as that formerly 
occupied. Mr. Kuri displays a full line 
of Swiss watch parts. 

David Schapiro, who has been engaged 
in the jewelry business at 12-17 Astoria 
Boulevard, Astoria, L. I., for 36 years, 
will move shortly to his own building at 
14-15 Astoria Boulevard. 

John C. Parker, formerly for 25 years 
with the New York division of Theodore 
Haviland & Co., china manufacturers, 
died Aug. 30, at the Mount Vernon, N. Y. 
hospital at the age of 75. 

Muriel Cohan, formerly employed by 
L. Barton Brookar, announced the open- 
ing, Oct. 1, of her own office in Room 
1100, 562 Fifth Ave., where she will be 
engaged in the wholesale and retail 
jewelry and novelty business. 

A free course of four informal talks 
on Chinese jade will be given on four 
successive Saturday afternoons, beginning 
Oct. 22, at the American Museum of 
Natural History by Dr. Herbert P. Whit- 
lock, curator of minerals and gems. 

The Times Watch Corp. has begun 





NEW YORK: 


business at 20 W. 47th St., importing and 
manufacturing a moderately-priced line 
of wrist watches labeled ‘Tymes.” 
I. Crowe, head of the new firm, was 
formerly with the Walker Watch Corp. 
: Albert J. Kofmehl, resident representa- 
tive of Cincinnati, Ohio, who covers In- 
diana, Ohio and Kentucky for the Chase 
Watch Corp., manufacturers and im- 
porters of watches and movements, 68 
Nassau St., recently visited the Chase 
offices here. 

More than 50 employees of the Metro 
Sacks Co. stores and their families were 
guests of the management at the annual 
dinner dance Sept. 11. Paul Sacks an- 
nounced a profit participation plan. Mrs. 
Rose Sacks announced a $5,000 fund for 
the aid and welfare of the employees. 

Jacob Bernstein, Sr., founder of Bern- 
stein & Sons Jewelry Corp., 80 Nassau 
St., died on Sept. 2. Despite his 78 years 
he was actively engaged in the business 
until his fatal illness began several 
months ago. His widow, two daughters 
and five sons survive. 

Carter’s, Inc., which operates a group 
of credit jewelry stores, opened a new 
establishment Sept. 9 at 342 George St., 
New Brunswick, N. J. The store front, 
which has two well lighted display win- 
dows with the entrance between them, 
and the interior fixtures are modern in 
design. 

The Watchmakers’ Guild of Greater 
New York, Inc., will hold a banquet and 
ball at the Hotel McAlpin on Sunday 


. night, Nov. 27. Harry B. Kahn, 372 E. 


138th St., is president of the organiza- 
tion which meets the last Tuesday of 
every month at the Belmont Plaza Hotel, 
49th St. and Lexington Ave. 

James Schulz, watch importer, of 15 
W. 47th St., sailed for Europe on Sept. 
16, in order to attend the golden wedding 








Time-out for the Timekeepers at j. L. Roehrich’s Home 





The hierarchy of the Horological Institute of America poses on the lawn of the Roehrich home 
in New Rochelle, N. Y., when Jean L. Roehrich, president of the Horological Society of New 
York, played host to the H.I.A. advisory board, on Aug. 28. Shown from left to right are: 
Howard L. Beehler, of the Hamilton Watch Co., Lancaster, Pa.; Jacques LeRoy and Benjamin 
Mellenhoff, New York; Dr. Ralph Gould, Washington, D. C., secretary; William C. Donnelly, 
seated, Baltimore; Harrison F. Babcock, Cleveland, O., president; John J. Bowman, Lancaster, 
Pa.; Herman R. Pedrick, Philadelphia; Edward Hufnagle, Mount Vernon, N. Y., treasurer; 
Robert A. Frank; Mr. Roehrich, and Stanley A. Pope, San Francisco, Cal. Plans were made at 
this time for participation in the proposed mid-year ANRJA convention in San Francisco, next 
February. It was also decided to extend the annual H.I.A. meeting, next May, to two days. 
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Diamonds 
and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York Crt. 








65 NASSAU STREET 





“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lis, (hrislic ¢ Fe 


NEW YORK 





**JADE’’ 
**The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS Co. 


INC. 


20 West 47th St. New York 








VARNISTARS 


Perfect Five-Pointed Stars 


Individually cut and beautifully 
faceted from the finest quality 
clear white Genuine Crystal. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 





CALIBRE 














INSTALMENT CONTRACTS, etc. 
S.J. Surnamer Co., 370-7thAv., N.Y. 




















ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS e@ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y¥. 














Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO.., Ine. 


71-73 Nassau Street. New York 
Orders for Jobbing Stones and La 


Work Carefully and Promptly Fillet 














You Want Power 
CROSSCURVING 


Concentrates Maximum Power 
In Mainsprings 
SANDSTEEL 

CROSSCURVED 
MAINSPRINGS 
MAKE HARD JOBS EASY 
WATCH-MOTOR 


MAINSPRING CO., INC. 
145 Hudson St. New York City 








RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 

Send for Catalog [Illustrating 
Our New 
18 Crawford 


Improved Line 


St. Newark, N. J. 








MARCASITE 
MONOGRAM BROOCHES 


(FRENCH — HAND MADE — STERLING) 


A. FRANK COMPANY 
562 FIFTH AVE. NEW YORK 


Send for Illustrations 

















PATENT YOUR IDEAS 


send a Sketch or Model 
of your invention for 


CONFIDENTIAL 47 as new 
ADVICE [@ 
FREE SmPnisnnt eT ATTORNEY 


. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 












ANTIQUE JEWELRY 


PRECIOUS STONES 


WILLIAM C. BOYAJIAN, Inc. 


IMPORTERS 
64 W. 48th St. 


New York City 
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STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-10 


BRENET WATCH CO. 
266 W.49th St..New York 
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SELF-WINDING 
WATERPROOF WATCHES 
48 WEST 48TH ST. NEW YORK 
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anniversary of his parents, Mr. and Mrs. 
Neils Schulz, at Hodersley, Denmark. 
Many of Mr. Schulz’ friends in the trade 
have sent felicitations to his parents. He 
expects to return here some time this 
month. 

Harry Davis, who has been associated 
with the jewelry trade in this city for 
many years, is now representing the 
Deanarr Mfg. Co., Inc., makers of white 
gold diamond mountings and wedding 
rings, 62 W. 47th St. Mr. Davis will call 
on the trade in this city, Philadelphia, 
Baltimore, Washington, D. C., and New 
England. 

The Yonkers Retail Jewelers Associa- 
tion at a meeting, Sept. 20, voted to seek 
local legislation to compel out-of-town 
jewelry manufacturers to obtain licenses 
for retail canvassers selling their prod- 
ucts on credit in Yonkers. President 
Robert Groebel said that in addition to 
jewelry many of these canvassers sell 
“everything from pins to anchors.” The 
group also discussed a program of con- 
sumer education. 

The following concerns have been 
chartered to engage in the jewelry busi- 
Martin Allen’s Inc., Hempstead, 
L. L., Forest Jewelers, Inc., Freeport, L. L, 
Edward Gerardi, Inc., Anel Jewelers, 
Inc., Allen Jewelers, Inc., and Natoli & 
Joseph, Inc., all of New York. The 
Society of Antique Silver Dealers of 
America, Inc., has also filed incorporation 
papers as a membership group with the 
Secretary of State at Albany. 


hess: 


A non-credit course in precious stones 
was started for jewelers, collectors and 
other adults on Thursday night, Sept. 29, 
by Dr. George I. Finlay, chairman of the 
geology department of New York Univer- 
sity’s Washington Square College. This 
course will continue every Thursday 
night during the Fall term for 15 weeks. 
Methods for distinguishing natural from 
artificial stones, the history, origin and 
preparation for market of precious stones 
and processes used in the manufacture of 
synthetic stones will be among the sub- 
jects to be discussed. 

Maiden Lane lost a familiar figure 
with the passing of Maximillian Justus 
Averbeck, on Sept. 7. Mr. Averbeck 





spent many of his 76 years “on the Lane,” | 


as a wholesale jeweler and diamond im- 
porter. Since about 1916, however, he 
devoted all of his time to real estate in- 
surance and other interests. He was 
president of the 10-12 Maiden Lane Co., 
in which building many jewelry firms are 
located. He was a member of the 
Jewelers’ 24-Karat Club. His widow, a 
son and daughter survive. 

Frank C. Osmers, Jr., vice-president 
of the Frank C. Osmers Co., and son of 
the head of the concern which manufac- 
tures jewelry at 15 W. 47th St., this city, 
was nominated Republican candidate for 
Congress from the Ninth Congressional 
District, Bergen County, in the New Jer- 
sey primaries held Sept. 20. Mr. Osmers 
served three years in the New Jersey 
House of Assembly and if elected to the 
House of Representatives will complete 
the unexpired term of the late Congress- 
man Edward A. Kenney, who was killed 
several months ago in a fall from a 
Washington hotel window. 


Plans for holding the annual dinner 
dance of the Horological Society of New 
York, at the Hotel St. Moritz, on Sunday, 
Feb. 12, were made at the first fall meet- 
ing of the society, Sept. 6. A reception 
committee named for this affair is com- 
posed of P. Hoffman, H, Fried, A, Park 
and H. Ashworth. 
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Armed Thugs Get $100,000 in Jewels 
from Fifth Ave. Jeweler 


One of the biggest New York jewel 
robberies of recent years was executed by 
three armed thugs who entered the 11th 
story retail establishment of Rimler & 
Horning, Inc., 565 Fifth Avenue, New 
York, at noon on Sept. 1, trussed up the 
two proprietors, John Rimler and John 
Horning, and three others, and made their 
getaway with an estimated $100,000 worth 
of costly diamond jewelry. 

The robbers employing the knowledge 
of the firm’s lay-out, gained in previous 
visits as ostensible customers, worked with 
professional precision and executed the 
coup in just ten minutes, and were out of 
the building before an alarm could be 
sounded. 

With the proprietors at the time were 
John McQuade, a clerk; Theodore Cohen, 
a diamond broker, and Stanley G. 
Krowles, a messenger employed by Guten- 
stein Bros., Inc., manufacturing jewelers 
at 18 E. 53rd Street. The latter was the 
first of the five to escape from his bonds 
to give the alarm. 

Ten days before the robbery one of 
the robbers, a_blond-haired, pleasant- 
faced man of about 30 came in to have 
an engagement ring appraised. Mr. 
Horning offered to sell him a ring of 
better quality for the price, $350. He 
returned two times thereafter and on his 
fourth visit he and one accomplice en- 
tered with revolvers while another 
guarded the door. 





GraFr, WASHBOURNE & DUNN 
SILVERSMITHS 
AND 
EcciesiAsTicAL Meta Work 


142 WEST 14th STREET 
NEW YORK 











87 NASSAU ST. 


The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST € 


DEAN COMPANY 


NEW YORK, N. Y. 





ZIRCON & STAR SAPPHIRE 
Jewelry in the Ultra-Modern Manner 
CULTURED PEARLS 
CROWN PEARL & GEM, INC. 


Direct Importers & Mfrs. 
580 Fifth Ave. New York, N. Y. 





DIALS 
REFINISHED 





WRITE FOR. 
REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 
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San Diego Jewelry Firm’s Employes Enjoy All-Day Outing 
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A scene at Del Mar beach when J. Jessop & Sons played host to their 
employes, families and friends 


San Dieco, CaL.—Employes of J. Jes- 
sop & Sons, jewelers, this city, enjoyed 
their second annual outing as guests of 
the firm on Sunday, Sept. 11, at beautiful 
Del Mar Beach, about 18 miles outside 
of San Diego. Attendance at the all-day 
affair numbered about 150 and included 
besides the employes members of their 
famiiies and friends. 

At noon a “beach bouffet” was pre- 
pared and presided over by C. M. Ahlson, 


New Brunswick, N. J., Jewelers 
Observe 50th Anniversary 


Mueller & New, retail jewelers, New 
Brunswick, N. J., are celebrating on Oct. 
17 the 50th anniversary of the founding 
of the business. Although the founder 
of the business is no longer a partner, he 
spends several hours daily at the store 
and remains keenly interested in the 
activities of the concern. 

On Oct. 17, 1888, A. F. W. Mueller, a 
young but expert watchmaker who had 
come to the United States from Germany 
six years before, opened a small shop in 
Hiram St. Moving twice to larger quar- 
ters within six years after the founding 
of the business, Mr. Mueller finally lo- 
cated his store at 357 George St., in 
1909, where it has remained to the present. 

In 1897 R. A. New became an appren- 
tice for Mr. Mueller and after learning 
the business and serving for several years 
as salesman in the store, was made a 
partner in 1909. R. A. Mueller, the 
founder’s son, also entered the firm’s em- 
ploy as an apprentice and after 19 years 
was admitted to partnership in 1934 after 
which his father retired from active par- 
ticipation in the business. 





JULY IMPORTS 


Article Number Value 
Watches and watch move- 
EEE re ere 150,828 $448,652 
WOME DO81S occa veces caves 59,997 
Clocks and clock movements 1,456 2,841 
Diamonds 
Rough, uncut ........ 9,153 598,792 
CW, GUM cikkccaces 28.143 1,440,885 
Pearls snd parts, unstrung, 
unset 
LS eee ear 14,277 
Cultured or cultivated. . 16,515 
Other precious and semi- 
precious stones— 
Rough, uncut ........ 11,976 
ee een 39,299 





High Grade 
Se 
or 


Swiss and American 
Watches 
Cosmopolitan Watch Material 
Importing Co. 

87 Nassau St. New York, N. Y. 
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engraving department; Mrs. F. 
china department, and Mrs. E. 
stock department. Several beach 
brellas shaded a circular string of tables 
which were laden with good things to 
eat. Following luncheon many of the 
picnickers enjoyed volley ball, after 
which a program of games and races was 
presented, climaxed by a beauty contest. 
Awards ranging from tie chains to boxes 


of candy were distributed. 


Jewelers Organize and Plan for 
Charities Fund Drive 


The third annual dinner of the jewelry 


division of the New York and Brooklyn | 


Federations of Jewish Charities, will be 





um- | 


held Thursday, Nov. 17, at the Essex | 
House, 160 Central Park, South. Ira 
Guilden, chairman of the division, in 


making the announcement stated that this 
year’s affair will again muster the indus- 
try on behalf of the sick and distressed 
and will rally support for the services 
rendered by the 116 hospitals, child-care 
institutions, family welfare and _ other 
agencies afhliated with the two federa- 
tions. 

Aaron Sverdlik heads the arrangements 
committee in charge of the 1938 dinner, 
a position he held last year. Aiding Mr. 
Guilden in the work of the jewelry di- 
vision are co-chairmen: Alexander E. 
Arnstein, Benjamin Eichberg, Mr. Sverd- 
lik, Milton Weill and Eliot P. Hirshberg. 

The vice-chairmen and the branches 
of the industry they represent are: Dia- 
monds, Alexander M. Arnstein; manufac- 
turing jewelers, Jacob H. Schaefer; East 
Side wholesale jewelers, Lawrence B. 
Malawista; silverware, M. Fred Hirsch; 
smelters and refiners, Sigmund Cohn; 


wholesale jewelers, Walter Lampl; pearl | 


and gem dealers, Bert F. Young; retail- 
ers, Victor A. Lambert and Phineas Pet- 
ers; attachment manufacturers, Saul K. 
Ritter; case manufacturers, Harvey S. 
Dinstman; watch importers, Benjamin 
Lazarus; platinum diamond jewelry, Os- 
car Heyman; American watches, Royal 
C. Linthicum; jewelry novelties, Tobias 
Stern, and jewelry box manufacturers, 


Mr. Weill. 
SAME LOCATION 50 YEARS 


Granp Rapips, Micu.—Fifty years in 
the same location, 114 Monroe Ave., 
N. E., was observed by the * Herkner 
Jewelry Co., on Sept. 3. The first store 
was opened two years after the Civil 
War. Christian A. Schmidt, who is still 
actively employed as a salesman, recalls 
when the “new” location was taken. Roy 
B. Taft, manager, last year observed his 
35th anniversary with the firm. 
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To all 


MANUFACTURING JEWELERS ! 


You are invited to investigate 


The Maxwell System “Service” 


EXCLUSIVE MODELS _BINGS 
PRECISION MOULDS = CHARMs 
PERFECTION CASTING BRACELETS 


All Transactions Handled in Strict Confidence 


Maxwell System 
BRyant 9-5631. 
22 W. 48th St., NEW YORK CITY. 








THEODORE MERKT 


Smelter and Refiner of 
all precious Metals 


PLATINUM - GOLD - SILVER 
64 Fulton St. New York, N. Y. 











OenaR 


Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. ® New York 





SURE WAY TO INCREASE SALES 
Stock up with imported 


CUCKOO CLOCKS 


Mantelpiece, Wall and 
Grandfather Clocks 


Write for New Price List 
FRANK KAUFFMANN 


IMPORTER 
1485 Third Ave., New York City 














GOLD 


ond 


SILVER 
PLATING 





(Bedere) Silverware Repaired 
Equal to NE (After, 
Removing of Engravings is 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers | 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 




















INTRODUCING OUR NEW 


STAR OF DAVID 
PIN AND PENDANT 


FRENCH JEWELRY CO. 
Manufacturing Jewelers 
137 S. 8th St. Philadelphia, Pa. 
Baltimore Representative: 
AMERICAN JEWELER 601 Munsey Bldg. 











ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 42 years) 











CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON 24,,!2.8% 


PHILADELPHIA 


Z'RNKILTON 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
— Engravers, Jewelers 
Write for free book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











ELGIN & BELMAR 


ee WATCHES ——— 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
“Wholesale DistributorstotheTrade” 











PHILADELPHIA: 


J. Rabinowitz and Son, formerly of 721 
Sansom St., have moved to new quarters 
at 130 S. 8th St. 

Philip Fox, of the House of Milner, 
728 Sansom St., returned last month after 
a two-weeks vacation in Nova Scotia. 

Isaac Shifren, of 734 Sansom St., and 
family concluded a two-month vacation 
at the New Jersey seashore last month. 

Louis Sickles, of 1015 Chestnut St., has 
acquired the wholesale agency for the 
Knapp-Monarch Electric Shaver in the 
Philadelphia area. 

Al Cohen, employed for a number of 
years on Sansom Street as a watchmaker, 
has entered business for himself at 708 
Sansom St. 

Fire damaged the store of Leven & 
Son, silverware dealers at 8th and San- 
som Sts., on the afternoon of Sept. 8, 
when a blaze broke out in the lacquer 
room. 

The first 1938 issue of the Sansom 
Street Times, published by the Sansom 
Street Young Men’s Business Association 
in the interest of the jewelry industry 
on “the street” came off the press late last 
month. 

George S. Hagstoz, of T. B. Hagstoz 
& Son, refiners at 709 Sansom St., boarded 
the Queen of Bermuda, Sept. 10, with his 
recent bride. After their return this 
month, Mr. Hagstoz will visit the New 
England trade. 

An ordinance intended to perform a 
“face-lifting’ operation on Sansom Street, 
was introduced before City Council by 
Coucilman Harry J. Trainer, Sept. 22. 
Mr. Trainer said he would recommend 
the use of loan funds to remove ancient 
trolley tracks from the street between 7th 
and 8th Sts. and to repave the surface. 

Herbert Kent Holmes, Doylestown, and 
Howard Weiner, recently of Paducah, 
Ky., have begun a business under the 
name of Holmes & Howard, in the Ar- 
cade Bldg., Doylestown, Pa.” Mr. Weiner 
was formerly manager for J. C. Lencer, 
who conducted a jewelry store in the 
same place for the past two and a half 
years. 

A softball team of the Sansom Street 
Young Men’s Business Association re- 
cently defeated a team _ representing 
S. Kind & Sons, by a score of 8 to 2. 
Robert Shifren did the pitching for the 
winners with Armand Jacoby featuring 
the attack by collecting three hits. At- 
tempts may be made next season, it was 
announced, to form a softball jewelry 
league with Philadelphia wholesale 
groups and retailers competing. 

S. Kind & Sons, Chestnut St. at Broad, 
announced last month that five members 
of the Kind family now are associated 
with the store, which recently moved into 
new quarters after being located at 
Chestnut St. near 11th, for a number of 
years. Recent additions to the staff are 
Samuel Kind and Philip Kind, Jr., sons 
of Philip Kind, secretary of the firm. 
Other members of the family in the firm 
are Oscar Kind, president, and Oscar 
Kind, Jr., vice-president and treasurer. 

Fall and winter activities were out- 
lined at the season’s first meeting of the 
Sansom Street Business Men’s Association 
late last month. The following, elected 
last June, assumed office: Samuel Lashof, 
president; Edward S. Pelling, vice- 
president; Irving Margolis, secretary; 
and Joseph B. Bechtel, treasurer. In 
charge of entertainment and educational 
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activities will be Josef Milner, occupying 
the newly-created office of entertainment 
and educational chairman. 

Wedding bells rang merrily through 
Philadelphia’s Maiden Lane district last 
month with the announcement of impend- 
ing nuptials. Among weddings announced 
were those of Sylvia Klein, of the Harry 
Gordon firm, 726 Sansom St., to Abe 
Margulies, Nov. 6; Tanya Rabinowitz, 

‘of J. Rabinowitz & Sons, 130 S. 8th St, 
to Sol Gollea, Nov. 13; Charles Engle- 
bach, 721 Sansom St., to Pearl Dogole, 
niece of Magistrate Dogole, Oct. 30, 
Weddings last month included those of 
Ann Haas, of Brown, Gold & Co., 110 
S. 8th St., to Jack Jacobson, formerly of 
the same firm, on Sept. 11, and Ruth 
Levin, of the Joseph Rabinowitz firm, 
to H. Cantor. 


Wholesale Jewelers’ Credit Bureau 
for Philadelphia Area Formed 


PHILADELPHIA — Organization of the 
newly formed Wholesale Jewelers’ Credit 
Bureau of Pennsylvania, Delaware and 
Maryland was completed at a meeting 
in the office of Thomas A. Fernley, Jr. 
505 Arch St., Sept. 13. 

Comprising 13 member firms to date, 
the organization was created to assist 
wholesalers in the three states in the 
extension of credit to firms in and near 
Philadelphia and to act as a clearing 
house for information. 

John Fisher, of H. O. Hurlburt & Sons, 
817 Chestnut St., was elected president; 
Harry Leibowitz, of Aisenstein & Gordon, 

(Please turn to page 127) 








BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street P| hiladelphia 














NATIONAL WATCH REPAIRING 
COMPANY 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U.S. 


Send for Special Price List 
727 SANSOM ST., PHILADELPHIA, PA. 














EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 
713 SANSOM ST. PHILADELPHIA 








Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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PROVIDENCE: 


Edward J. Laflamme, jewelry engraver, 
died Aug. 29. , 

Charles Stark, operator of a jewelry 
engraving shop in North Attleboro, was 
found dead in his apartment on Aug. 29. 

Approximately 150 employes and guests 
of Bliss Bros., Attleboro, attended the 
company’s recent annual outing at Lake 
Pearl. 

Harry Varley has been re-elected 
president of the Schick Dry Shaver, Inc., 
of Stamford, Conn. Other officers were 
also re-elected. 

Under a new partnership agreement, 
the business of W. R. Porter, credit 
jeweler, New London, will be conducted 
by A. J Scinta and W. R. Porter. 

Isaac Walenstein, president of the 
Presto Cigarette Case Corp., North Attle- 
boro, Mass., which he organized 25 years 
ago, died Sept. 16, at his home, 175 
Irving Ave., here. 

The annual outing of Speidel Corp., 
70 Ship St., was held Aug. 27. More 
than 300 employes and friends journeyed 
to Rocky Point for the games and dinner 
which marked the affair. 

Employes of R. F. Simmons Co., Attle- 
boro, traveled to Rocky Point on Saturday, 
Aug. 27 for their annual outing and 
sports program. A group of more than 
250 left Attleboro at 9 o’clock in the 
morning. 

Hayward H. Sweet, of the R. F. Sim- 
mons Co., and newly-elected chairman of 
the board of fire engineers of Attleboro, 
missed two fires since taking office due 
to the fact that he was attending the re- 
cent N. A. C. J. convention in Chicago. 

Payrolls in the jewelry and silverware 
industry of this State showed an even 
sharper increase from July to August, 
reaching $1,034,266, a net gain of more 
than 27 per cent. The total was 11.7 
per cent under that in August last year. 

George H. Wilcox, regarded as the 
dean of American silverware trade, and 
chairman of the board of International 
Silverware Co., Meriden, recently cele- 
brated his 82nd birthday at a family 
gathering at the home of his son, Roy 
C. Wilcox. 

Annual outings held during the early 
part of September included those of the 
Rueckert Mfg. Co., held at Chopmist Hill 
Inn, Sept. 9 and attended by 100 em- 
ployes; and The Inlaid Optical Co., Sept. 
10, at the same place, attended by more 
than 250 persons. 

The L. & W. Corp. has been incorpo- 
rated in Providence for the manufacture 
of jewelry and accessories. Capital stock 
consists of 500 shares of nonpar common 
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(Karet Gold on Sterling) 
and STERLING SILVER 


REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 





CONCORD 


SS. CONCORD 
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stock. Incorporation papers listed as in- 
corporators: Marshall B. Marcus, Irving 
Winograd and Burton A. Finberg. 

Removal of Z. Berberian Co., manu- 
facturer of jewelry supplies, from 174 
Chestnut St., to 147 Chestnut St., was 
accomplished Sept. 15. The company’s 
new location is nearer the business cen- 
ter and will give more floor space and 
better facilities for their business. 

Employment in Rhode Island jewelry 
manufacturing plants during August was 
9.9 per cent below the total in the cor- 
responding period of 1937, according to 
the State Department of Labor. Employ- 
ment for 27 representative concerns was 
reported at 5,216, representing a gain of 
more than 10 per cent over July. 


George Eberhard, well known in Provi- 
dence as a maker of hand-wrought gold 
and silver religious vessels, died Sept. 9 
after a short illness. Mr. Eberhard had 
conducted a metal craft business on Cal- 
ender St. for 35 years. He was born in 
Wurttemberg, Germany, in 1857, and 
came to this country 60 years ago. 

Directors of the New England Manu- 
facturing Jewelers and Silversmiths Asso- 
ciation, at the September meeting set 
dates for the annual meeting and the 
annual banquet. The meeting, at which 
officers will be elected and general busi- 
ness transacted, will be held Oct. 28. 
The banquet is scheduled for Feb. 11, 
1939. 


Tilden-Thurber Corp., Providence 
jewelers, recently featured their window 
display with an exhibition of the solid 
gold ostensorium recently completed by 
the Cathedral Art Metal Co. The vessel, 
designed and built by Providence artists 
and goldsmiths, is set with nearly 1000 
diamonds and was built for use at the 
New Orleans Eucharistic Congress. 


Reports from Attleboro indicate that 
jewelry manufacturers there are expe- 
riencing a shortage of skilled labor. It 
is said that because of the new wages 
and hours bill some manufacturers had 
planned to run two shifts or take on 
extra hands during the early part of the 
Fall season but discovered that qualified 
men were lacking in some divisions of the 
industry. 

City engineers in Attleboro are busy 
attempting to draw up a plan for control 
of flood waters of the Ten Mile River, 
which, even before the flood, have caused 
thousands of dollars worth of damage to 
jewelry and other plants located in its 
vicinity. 

“Prosperity will never come to this 
country if we permit products from 
foreign factories and foreign farms to 
be dumped onto the American market,” 
said Congressman Joseph W. Martin, Jr., 
at a recent mass meeting in Brockton, 
Mass. During the course of his address 
the Congressman exhibited a _ United 
States Marine buckle, stamped “Made in 
England.” And to think that there are 
hundreds of buckle makers out of em- 
ployment in Attleboro, North Attleboro 
and other jewelry centers in this coun- 
try!” he said. 





NEW HAVEN STORE BURNED 
New Haven, Conn.—A two-alarm fire, 
which began in the basement of the Jewel 
Shoppe, at 1022 Chapel St., late on Sept. 
14, caused damage estimated at over $20,- 
000. The estimated loss to the jewelry 
store may amount to half of that amount. 
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“SUPER-SERVICE” 
ROLLING MILLS 


PUL 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 


motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 


ANCHESTER 
SILVER COMPANY 


\ 








MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
Fer turther information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





Sterfing 











250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 











REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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1939 


The Kandish Jewelry Co. is occupying 


| a new location in the lobby of the Tampa 


' BALTIMORE 


Charlotte, N. C., for several months, has 
recovered and resumed his duties. 


| Theatre building, Tampa, Fla. Lesters Credit Jewelers, owned by 
| Virgil Hunt has opened an optical room Lester Shoshone, of Lubbock, Tex., on 
C ATALO G and jewelry store at 520 Washington St., Sept. 9 began business in a_recently- 
| Chillicothe, Mo. remodeled, air-conditioned building ip 


IS NOW OFF THE PRESS. 
MAKE SURE THAT YOU 
RECEIVE YOUR COPY!!! 


FEATURING 
NATIONALLY 
ADVERTISED LINES, 
THIS CATALOG IS 
INDISPENSABLE TO THE 
PROGRESSIVE JEWELER 








BALTIMORE, MD. 


ATTENTION JEWELERS! ~ 
INTRODUCING OUR NEW 
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TELEMETER 
STOPWATCH 
TACHOMETER 
TIME KEEPER 
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EXCELLENT FOR 


SPORTSMEN - ENGINEERS 
PHYSICIANS - NURSES 


SEND FOR YOUR SAMPLE 
= © aa 
IMPORTED & DISTRIBUTED BY 


U. S. JEWELRY CO. 


WHOLESALE JEWELERS 
Baltimore & Liberty Sts. 


BALTIMORE, MD. 
“FOR PROMPT, EFFICIENT SERVICE 





KAPLAN ENGR. & MFG. CO. 


MFG. JEWELERS 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


DIAMOND SETTERS 








The newly enlarged and modernized 
store of Bam’s, Jewelers, at 311 E. Broad 
St., Richmond, Va., was opened to the 
public Sept. 10. 

The store of the Goff Jewelry Co.,. at 
812 Franklin St., Tampa, Fla., has been 
remodeled and enlarged through an addi- 
tion built at the rear. 

The jewelry business operated by the 
late Harry Kohn, at Mobile, Ala., will 
be continued under the management of 
Mrs. Kohn. 

An attractive and up-to-date store has 
been opened at 7 E. Broad St., Richmond, 
Va., by Meyer’s, jewelers and optome- 
trists. The firm, established in 1865, 
moved from 3 W. Broad St. 

The Kaufman-Straus Co., department 
store, Louisville, Ky., last month opened 
a new watch, jewelry and repair depart- 
ment on the main floor of its establish- 
ment. 

A remodeling program, including the 
installation of a new store front and fix- 
tures, is being undertaken at the building 
occupied by LeGrand Jewelry Co., in 
Atlanta, Ga. 

More than 3000 people visited the new 
store of the Morris Jewelry Co., Main 
and South St., Gastonia, N. C. Thursday, 
Sept. 8. The new store was completely 
renovated. 

C. L. Gregory who was forced by ill 
health to give up his position as manager 
of Schneer’s Charlotte, 111 S. Tryon St., 





Abilene, Tex. E. M. Shoshone is manager, 

Everett R. Gammon, who has operated 
the Ryer-Gammon Jewelry store at 
Springfield, Mo., in partnership with 
W. T. Ryer since last November, has sold 
his interest to Mr. Ryer who will conduct 
it as the Ryer Jewelry Co. 

Barr Bros., which operates retail stores 
in Norfolk, Newport News and Ports- 
mouth, Va., opened a new outlet in the 
Pitts-Roth Bldg., Suffolk, Va., Sept. 16. 
Albert Barr, secretary of the corporation 
is manager of the new store. 

Max Baum, Michael Jewelry Co., 22nd 
and E Sts., Galveston, Tex., returned 
home early last month with Mrs. Baum 
after a two months’ visit with their son 
and daughter, Mr. and Mrs. Harry Pran- 
sky, Los Angeles, Cal. _ 

C. L. Smith, whose store was destroyed 
in the fire which swept the business sec- 
tion of Gainesville, Fla., some months 
ago, has completed a new building at a 
cost of approximately $10,000. The front 
of the building is devoted to an up-to- 
date retail jewelry store, while the rear 
contains his commercial printing plant. 

Theron O. Sowers, president, gave a 
lecture on “Electrical Science in Horol- 
ogy,” at the monthly supper meeting of 
the Horological Association of Virginia, 
Sept. 6, at Norfolk, Va. L. F. Fulgham, 
Newport News, and R. H. Oliver, and 
George W. Wheless, of Portsmouth, Va., 
were enrolled as members. 








Bernard & Gruning Show $35,000 Monstrance 





NEW ORLEANS—Bernard & Gruning, New Orleans jewelers who designed the monstrance 
or ostensorium to be used in the Eucharistic Congress here Oct. 17-20, have given the public the 
opportunity of a preview of the holy receptacle which stands 42 inches in height and weighs 26 


pounds. 
of the saints, which are of silver. 


It is gold throughout, with the exception of the two angels holding the !una, the figures 


On the obverse side of the gloria and surrounding the luna is a large circle of diamonds. 
Immediately beyond that is a gold ray on which appear the shields of the priesthood at top 





menmnaneeaeins center and the coats of arms of the 12 countries which have supplied priests to Louisiana since 
t its earliest days. 
SCHULTZ STERLING In the circle, four rubies are set, and in the cross itself are thirtcen diamonds. 
. offers, | The gloria is supported by a golden column, at the top of which is a huge knob set with 
Hollowware at Better Prices. Repro- amethysts and a double row of diamonds. Above the encrusted knob is a console on which stands 
ductions As You Want Them. Plating the silver figure of the Blessed Virgin and Infant. A pearl is set at her feet. 
q As It Should ‘Be Done. On the base itself are five medallions. Rubies and other gems are used profusely on the 





base, and above the Pope’s medallions are circular clusters of diamonds whi'e a huge diamond- 
rimmed amethyst is imbedded directly beneath the pilaster on which St. Louis stands. 


It required mote than five months to build and is valued at more than $35,000. 
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A. G. SCHULTZ COMPANY 


423 E. Lombard St}. Baltimore, Md. 
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The Duke's ancestral 
home, Arundel Castle — ~ 
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Eocar KASSITSCH OF PARIS, FRANCE, 
HAS ONE DIAMOND INLAID IN EACH 
OF HIS 26 TEETH -- IN ALL, THE 

CONTENT OF HIS MOUTH 1S WORTH 
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LEGEND WOULD HAVE US BELIEVE 
THAT CLEOPATRA, AESOP AND SEVERAL 
OTHERS HAVE EACH DISSOLVED A PEARL 
IN VINEGAR AND DRANK IT... HOWEVER 
SCIENCE HAS PROVEN THAT COMPLETE 
DISSOLUTION OF A PEARL IN VINEGAR 
OR ANY OTHER ACID 1S IMPOSSIBLE... 
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| The Baltimore Rose is 





altimove 








a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work 
made to order. 


The 
SCHOFIELD 
COMPANY 


Silversmiths 


Established 


1871 


331 Charles Se. 
BALTIMORB 
-MARYLAND 














104-106 WEST 
FAYETTE STREET 
BALTIMORE, MOD. 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 





Employees of Friedman Jewelry 
Concern Enjoy Outing 


SAVANNAH, GaA.—More than 300 man- 
agers and employees of Friedman’s 
Jewelers, Inc., representing stores in 
Savannah, Augusta, Brunswick, Colum- 
bia, S. C.; Greenwood, S. C.; Macon, 
Orangeburg S. C.; Rock Hill, S. C.; 
Sumter, S. C.; Thomaston, Ga.; and 
Waycross, Ga., attended an all-day out- 
ing at Savannah Beach, Sept. 6. 

One hundred automobiles, with a mo- 
torcycle police escort, carried the Fried- 
man employees out of the city, through 
Fort Pulaski and, finally, to Savannah 
Beach. 

Upon arriving at the beach, there was 
a short business meeting of ofhcers and 
store managers, at which addresses were 
given by G. I. Friedman, of Savannah, 
president, and A. A. Friedman, of 
Augusta, vice-president, of the company. 
The remainder of the day was given 
over to beach games, ending with a fish 
dinner in the evening. 
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SHAW JEWELERY CO. EMPLOYES CON- 
VENE AT DALLAS FOR ANNIVERSARY 


Da.ias, TEx.—Approximately 200 em- 
ployes of the Shaw Jewelry Co., gathered 
at the Hotel Adolphus, here, on Sunday, 
Sept. 18, for a family party celebrating 
the 24th anniversary of the firm. Joseph 
H. Shaw, president, who started the busi- 
ness in an upstairs location on Main St., 
was host. Employes of stores in Dallas, 
Fort Worth, San Antonio, Kilgore, Mona- 
hans, Odessa, Midland, Wink and Hobbs, 
N. M., attended. 


PLAN A.G.S. GUILD FOR ATLANTA 


ATLANTA, GA.—Groundwork for a local 
guild of the American Gem Society was 
laid at a meeting of local jewelers with 
Robert M. Shipley, Los Angeles, president 
of the A. G. S. and the G. I. A., on Fri- 
day evening, Sept. 16, at the Piedmont 
Hotel, here. Those in attendance were: 
H. A. Maier, Jr., Frank Maier and T. B. 
Littlepage, of Maier & Berkele; and Ray- 
mond M. Yantis, Lawrence Holzman and 
A. S. Perry, of Holzman’s. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
bd JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 














J. A. DDARCY 


Manufacturer of the 


ORIGINAL 


JOB ENVELOPES 


with Hand-Attached Heavier Coupons 
and Latest Type 


WATCH TAGS 


Printed to order and numbered in duplicate, 
they insure the utmost safety, convenience 
and satisfied customers. 


Send for Samples 
310 Douglas Avenue, Kalamazoo, 
Michigan 




















The Spirit 
of Service 


is sincere and spontaneous 
at the Lexington. You'll find 
it a refreshing innovation 
in a large,modern hotel... 
801 comfortable rooms with 
tub and shower bath, and 
radio from $3.50. 


Visit the Famous 


Syst Loom 


@ On your next trip to New York 
be sure to see Manhattan's most 
unique rest t. An th 
Hewaiian setting, even to a trop- 
ical hurricane. It has “taken the 
town by storm.” Dining and danc- 
ing nightly. 


HOTEL LEXINGTON, 


LEXINGTON AVENUE at 48th STREET 
NEW YORK, N. Y. 


Charles E. Rochester, Managing Director 
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Zouri Store Fronts, Niles, Michigan. 
Send Free Portfolio to— 
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BOSTON: 


Herbert S. Crutchfield, jeweler, 387 
Washington St., has returned to business, 
after a three months’ holiday. 

James Como, Bangor, Me., has_pur- 
chased the jewelry business of W. F. Rob- 
erts, Pittsfield, Me. 

Charles W. Scribner, a graduate of the 
New England Horological Institute, of 
Milford, will open a jewelry store in 
Montpelier, Vt. 

Edwin Call, proprietor of the Call 
Studio, Dexter, Me., will leave soon to 
open a gift shop in Orlando, Fla. During 
his absence W. F. Roberts, formerly of 
Pittsfield, Me., will be in charge. 

George Fletcher, with E. B. Horn Co., 
429 Washington St., president of the Bos- 
ton Jewelers Bowling League, is back 
after three months’ stay at Fitzwilliam, 
N. H. 

A thief who smashed one of the large 
display windows of A. Stowell & Co., 
jewelers at 24 Winter St., at midnight on 
Sept. 14, was captured by two pedestrians 
who heard the crash. The thief had a 
watch and a clock valued at $125. 

Martha Ann, 15-year-old daughter of 
Carl F. Lawton, of the E. H. Saxton Co., 
387 Washington St., in her first sailing 
race, over a four-and-one-half mile 
course, in her 15-footer ‘Marlot” won 
second prize, out of 14 craft entered. 

Frederic W. Bird, with the E. B. Horn 
Co., 429 Washington St., and secretary 
of the Massachusetts-Rhode-Island R.J.A., 
accompanied by Mrs. Bird, made their 
headquarters at Old Orchard Beach, for 
two weeks, while touring eastern Maine. 

H. F. Weiler, with Sanger & Co., whole- 
sale jewelers, 387 Washington St, a 
member of the Boston Field and Forest 
Club, spent ten days climbing White 
Mountain ttrails, starting from North 
Woodstock, N. H. 

Lawrence F. Percival, Jr., assistant 
treasurer of D. C. Percival Co., Inc., 
wholesale jewelers, 373 Washington St., 
is to be married Oct. 15, at Swampscott, 
Mass., to Miss Betty Carpenter. They 
plan to spend a three weeks’ honeymoon 
in the South. 

Eugene McCutcheon, 53, a well-known 
watchmaker of Fitchburg, Mass., on Sept. 
8, proudly gave his daughter, Mildred, 
in marriage to Fred C. Green. Two hours 
later, as the couple prepared to leave for 
their honeymoon, Mr. McCutcheon fell 
dead. 

Jewelers of Massachusetts are being 
benefited by the campaign of the Boston 
Better Business Bureau, who are expos- 
ing by radio and the press, a variety of 
high-pressure systems, used to foist in- 
ferior merchandise upon the public at 
high prices. 

Many jewelers and watchmakers at- 
tended the 20th reunion of the 101st Regi- 
ment, A. E. F. Veterans Association, Sept. 
12, at Waltham. Waltham’s Company F, 
5th Infantry, Massachusetts Volunteer 
Militia, 90 per cent of which was com- 
posed of watchmakers, was called into 
Federal service in July, 1917. 

The Boston Clock Club, composed of 
men from all walks of life, who are ama- 
teur clockmakers and collectors, will hold 
its first meeting of the ’38-’39 season Sat- 
urday, Oct. 1, in the form of a picnic at 
the home of Howard Palmer, Westerly, 
R. I. to inspect his collection of Connecti- 
cut shelf clocks. 

The Boston Jewelers’ Bowling League 
started the season on Sept. 23, at the 20th 
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Century Alleys. Ten teams, of five men 
each, represent Shreve, Crump & Low Co., 
E. B. Horn Co., Thomas Long Co., D. Cc. 
Percival Co., Hodgson, Kennard '& Co., 
Smith-Patterson Co., Bigelow- -Kennard 
Co., Harkins & Murphy Co., A. Stowell 
& Co. and Frank A. Gendreau. 

Worcester Guild, U.H.A., held a field 
day and clambake, Sept. 11, at Edgemere 
Lodge, attended by 170 jewelers and 
watchmakers, a long list of outdoor sports 
were run off, and prizes awarded the win- 
ners. The committeemen who made the 
event a success, were Frank Swank, Ray- 
mond Perreault, Robert S. Franks, Clifford 
N. Barton, Henri Laventure and Alfred 
J. Chicoine. 

The North Shore Guild, U.H.A., held 
a meeting and dinner, sept. 12, at Salem. 
W. Kleinlein of the Waltham Watch Co,, 
gave a talk on timing watches. Other 
speakers were W. H. Bright, president of 
the Boston Guild, and the U.H.A. national 
president, Thomas Fagan, of Boston, who 
spoke on organization, and the co-opera- 
tion of local guilds in perfecting plans for 
state legislation, and stressed the impor- 
tance of attending the state convention to 
be held in Boston, on Oct. 9. 





Boston Registered Jewelers Will Co- 
operate in Museum Exhibit 


Boston, Mass.—A striking example of 
retailer co-operation will be demonstrated 
in this city Oct. 24, 25 and 26 when a 
group of local firms, all registered jewel- 
ers, will collaborate with the Boston 
Museum of Science in what promises to 
be one of the most unusual promotions of 
its kind attempted in this country. 

Diamonds, pearls and colored gems of 
almost every variety, both mounted and 
in the rough, will be attractively ex- 
hibited. Rare specimens of rough from 
various American museums and unusual 
pieces of jewelry will also be shown to 
those admitted to the exhibit by invitation 
only. Another feature of this show will 
be the showing of gemological testing in- 
struments and scientific diamond grading 
instruments. 

The stores participsting in this co- 
operative endeavor will include: Hodg- 
son, Kennard & Co., Thomas Long Co., 
Shreve, Crump & Low Co., Smith-Patter- 
son Co., and A. Stowell & Co. 





ATTLEBORO JEWELER 91 


ATTLEBORO, Mass.—Frank Ricketts, the 
city’s oldest active jewelry worker, with 
76 years devoted to the trade, observed 
his 91st birthday, Sept. 15, with a family 
dinner at Weber Duck Inn, Wrentham, 
Mass. Later he climbed the long, winding 
stairway to the light at the Anasquam 
lighthouse, Gloucester, of which his son- 
in-law, Per Tornberg, is keeper. 





CARBONE TO FREDERICKS 


SPRINGFIELD, Mass.—Ralph W. Carbone 
has been appointed manager of Fred- 
ericks, jewelers, at 1563 Main St., as the 
initial step in a reorganization program 
which will include extensive alterations of 
the Fredericks’ store and a change in 
personnel. For the past six years Mr. 
Carbone has been manager of M. J. 
Kittridge, Inc., jewelers. 
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A.G.S. Announces Dates and 
Places for 1939 Conclaves 


The American Gem Society announced 
last month the dates and places for its 
conclaves to be held in 1939. At the 
same time it was made known that P. M. 
Fahrendorf, general manager of THE 
JEWELERS’ CiRCULAR-KEYSTONE, had been 
named a member of the advisory board 
of the Gemological Institute of America. 

For the third consecutive year Chicago 
has been chosen for the central division 
conclave, which will begin Sunday morn- 
ing, April 16, a week after Easter Sunday. 

Beginning a week later, April 23, the 
conclave of the eastern division will open 
in Boston, scene of the 1938 meeting. 
Although the majority of members of the 
Eastern Division voted for Newark as 
the 1939 conclave city, the Gemological 
Institute of America, which supervises 
the educational work at these gatherings, 
with the assistance of Certified Gemolo- 
gists, considered it inadvisable to attempt 
such instruction this year in a locality 
containing so few certified gemologists. 
Therefore, Boston, the second choice of 
AGS members, where the services of 10 
Certified Gemologists will be available, 
was again chosen. 

When naming Mr. Fahrendorf to the 
advisory board of the GIA, the announce- 
ment mentioned “News of this appoint- 
ment will be welcomed by the members 
of the gemological profession which has 
received such excellent support from this 
periodical, largely as a_ result of Mr. 
Fahrendorf’s interest in the education of 
the jeweler.” 





Government Organizes to Administer 
Wage-Hour Law Oct. 23 


WASHINGTON, D. C.—Elmer F. An- 
drews, administrator of the Fair Labor 
Standards Act, who is currently whipping 
his organization into shape in preparation 
for the law’s effective date, Oct. 23, 
expects to consider the status of chain 
stores soon, conceding that one of the 
first jobs faced by the administration is to 
draw the line between interstate and in- 
trastate functions. 

Under the law, mandatory minimum 
wages begin at 25 cents an hour for the 
first year, increase to 30 cents the next 
six years and then go to 40 cents. How- 
ever, a rate as high as 40 cents could be 
fixed at any time if an industry committee 
made such recommendations. The ceil- 
ing over hours prescribes a maximum 
work-week of 44 hours the first year, 42 
the second and 40 thereafter. 

While recognizing that retailers as a 
general thing are to be exempted under 
the law, Mr. Andrews, former New York 
State Industrial Commissioner, reports 
that out of all communications received 
from wholesalers to date, there are no 
indications that wholesale distributors ex- 
pect to claim exemption. 





E. J. Scheer, Inc., Opens New Store 
in Rochester, N. Y. 


Rocuester, N. Y.—E. J. Scheer, Inc., 
held formal opening of its new three-story 
establishment at 253 Main St., Sept. 21. 
Invisible glass display windows and a 
special type of interior lighting are fea- 
tures of the new store. The offices are 
housed on the second floor, and the re- 
modeling and repair departments are on 
the third. Russell Scheer, president, son 
of the founder, the late Emil J. Scheer, is 
president of the New York R.J.A. 
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on reduction 


‘ Fa 4 bs $1950 


Factory shipments have multiplied as dealers from coast to 
coast report Schick sales in a sharp upward curve. 

The new price opens a wide new market for Schick Shavers. 
Are you getting your share of this new business? 


Improvements Increase Schick’s Appeal 


Newspapers and magazines will continue to emphasize the 
changes in design which give more uniform speed, greater dur- 
ability and longer life to the improved Schick motor. (Guaranty 
card with every shaver sold now offers a new power unit free if 
anything goes wrong within one year.) 


Schick Continues Leadership 
Won Through the Years... 


Schick is first among the quality shavers with a price under 
$15.00. . . is the only shaver backed by twenty years of dry shaver 
research and seven years of manufacturing experience . . . is the 
only shaver with more than 2,000,000 shavers in daily use. . . 
with 28 service stations devoted solely to the servicing of shavers! 

And now Schick opens up wide new markets for the shaver that 
pioneered the first market! There’s plenty of cause for jubilation 
among Schick’s authorized and protected dealers! 

SCHICK DRY SHAVER, INC., STAMFORD, CONN. Western Distributor : Edises, Inc., San Francisco 
In Canada : distributed by Canadian General Electric Co., Limited 


Schick Dry Shaver, Inc., has no connection with the Magazine Repeating Razor Co., 
which manufactures and sells the Schick Injector Razor 


@/ No other Shaver even claims to have @ 
¢ shearing head better than she Schick 


SCHICh PROTECTS ITS AUTHORIZED DEALERS 
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SIMON BROS. 


Watch Repairers for the better 
trade since 1910. 

References from best concerns in 
the trade. 


5 S. WABASH AVE. CHICAGO 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 











i SILVERWARE cE 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








Your JOBBER HAs 


NEWALL g 
“Quality Findings’ 


The Newall Mfg. Co. - Chicago 











Whlch Case Fgbaning 
OUR WORK COSTS NO MORE THAN yf 
ORDINARY WORK oO 
BECKER-HECKMAN CoO. 


29 E. Madison St. CHICAGO, ILL. 





CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 








If you want a Complete Catalog of 


® FULLERS FINDINGS R 


ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 


29 E. Madison St., Chicago, Ill. 














Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


Co. 160 N.Wells St. 
CHICAGO. ILL. 


, CAMDEN 





CHICAGO: 


Charles Co., Inc., credit jewelers, lo- 
cated for several years at 19 W. Van 
Buren St., are now located in modernly 
equipped quarters at 324 S. State St. 

Robert Knox, Providence, assistant 
secretary of the Jewelers Board of Trade, 
spent 10 days in Chicago last month visit- 
ing the Chicago office and calling on their 
members in the trade here. 

William Cooper, of S. H. Clausin- & 
Co., Minneapolis, popular president of the 
National Wholesale Jewelers Association 
several years ago, visited Chicago last 
month and called on his many friends 
in the trade here. 

Charles Miller, while attending the 
NAC] convention was called home 
Sept. 12, on account of the death of his 
father, Charles L. Miller, who died sud- 
denly at their place of business, 113 W. 
Front St., Bloomington, III. 

Percy Wilson, vice-president of Mar- 
shall Field & Co., was elected president 
of the Chicago Better Business Bureau 


Sept. 12 at the annual election at the 
Palmer House. Mr. Wilson succeeds 
M. C. Penticoff, district manager of 


Sears, Roebuck & Co. 

W. H. Galloupe, manager of the mate- 
rial department of the Keystone Watch 
Case Corp., 15 Maiden Lane, New York, 
spent a few days in Chicago on business 
last month and left for Akron, Ohio, and 
other points of the middle west before 
returning to New York. 

Fred Gottlieb, of Frederick Gottlieb & 
Co., returned Sept. 19 from an extended 
business and pleasure trip to Europe. 
Mrs. Gottlieb and their younger son ac- 
companied him home, while his son 
Robert, remained and will spend two 
years at Cambridge University. 

The second annual outing of the office 
and factory employees of Swartz & Co., 
together with their families, and given 
by Mr. Swartz each year, was held at 
White Eagle Grove, near Lyons, IIl., 
Aug. 28. About 150 were present. 

Albert Joseph, Chicago jewelry sales- 
man, reported Aug. 25 that three men 
wearing colored glasses and armed with 
guns, forced him to stop as he was driv- 
ing along a highway near Waverly, Iowa. 
forcing him to drive down a side road 
and there robbed him of about $3,000 
worth of rings and other jewelry. 

Einer Peterson, who has been asso- 
ciated with Swartz Co., repairers and 
platers, for the past 20 years, died re- 
cently at the age of 48. While apparently 
in good health, he suffered a heart attack 
as he was shopping with his family in 
Gary, Ind. Mr. Peterson, whose home 
was in Lowell, Ind., is survived by his 
wife and three children. 

Son & Prins Co., Inc., who moved from 
31 N. State St. to elegantly equipped quar- 
ters on the 10th floor of the Pittsfield 
Building, celebrated the occasion Sept. 2 
by keeping open house and serving re- 
freshments during the entire afternoon. 
Hundreds of their friends in the trade 
visited them and extended congratulations 
on the efficient and good-looking new 
offices. 

George W. Bunn, 77, died Sent. 14, at 
his summer home in Westport, Mass., and 
the remains were brought to Springfield, 
Ill., for burial Sept. 19. Mr. Bunn was 
a brother of Jacob Bunn, president of the 
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Illinois Watch Co., for many years, and 
became president of the company upon 
the death of Jacob Bunn. He remained 
president up to the time the company was 
taken over by the Hamilton Watch Co. 

On Sept. 10, Jack Nathan, representing 
New York jewelry houses, was robbed of 
about $15,000 worth of jewelry by gun- 
men in Lake Forrest, Ill. Mr. Nathan 
was returning from Milwaukee, accom- 
panied by a chauffeur, when the robbers 
came alongside and ordered the car 
stopped. Instead of stopping the driver 
spurted ahead, but after firing a warning 
shot, the gunmen curbed the car and took 
the three sample cases containing dia- 
monds and other jewelry. 

Lewis W. Williams, associated with the 
jewelry trade of Chicago since his youth, 
recently died suddenly in his sleep. Mr, 
Williams, who was born in Oakville, 
Ohio, in 1876, was for many years a 
traveling salesman for the B. F. Norris- 
Alister Co., of this city. He later became 
the representative of the Theo. W. Foster 
& Bro. Co., and was with this company 
until a few years ago, since when he 
represented other eastern firms. 

The September meeting of the Chicago 
Credit Jewelers Association was held the 
night of Sept. 7 at the Covenant Club. 
The principal talk was made by Attorney 
Meyer L. Cherkas, who advocated uni- 
form state laws making it a misdemeanor 
for anyone purchasing merchandise of 
any kind on the installment plan to pawn, 
sell or dispose of it before the final pay- 
ment. Mr. Cherkas gave as one advan- 
tage of such law that merchants who use 
extreme methods to collect balances would 
not be subject to suit for false arrest. 
While some present agreed in principle, 
others felt it would mostly benefit gyp 
stores, create unfavorable publicity and 
do credit stores more harm than good. 





Sheaffer Year’s Profit $604,574; 
Declares 75 Cent Dividend 


Fort Mapison, Ia.—At meeting of 
directors of the W. A. Sheaffer Pen Co., 
Sept. 20, a dividend of 75 cents a share 
was declared on the common stock of no 
par value. Net income for six months, 
ending Aug. 31, 1938, after provision for 
depreciation and estimated taxes on in- 
come, was $164,242, equivalent after pre- 
ferred dividends for the period to $1 plus 
per share of common stock, these earnings 
subject to possible year end audit and 
Federal Income Tax adjustments. 

Net income for twelve months ending 
August 31, 1938, was $604,574. 


DIAMOND CUTTING 


Re-Cutting Price List—Special 


Y% and % Carat $5) % and % Carat $9 
¥% and Y% Carat 7| % and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 








Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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Three Bandits Seize Samuel Kamsly 
in Chicago Loop and Abscond 
with $85,000 in Gems 


CuicaGo—Operating a _ cleverly-con- 
ceived plan with such alacrity that few 
people in the Saturday morning crowd in 
the Loop district were aware of what was 
happening, three thugs accosted Samuel 
Kamsly, New York diamond dealer, 
whisked him away in an automobile and 
robbed him of approximately $85,000 in 
diamonds and colored stones, on Saturday 
morning, Sept. 17. 

Mr. Kamsly, a partner in the six-month- 
old partnership of Gray-Kamsly, Inc., 
9 Rockefeller Plaza, New York, and also 
representing Lieberman-Bienenfeld, New 
York diamond firm at the same address, 
was approaching the Marshall Field store, 
to keep an appointment at about 9 a.m., 
when two men grabbed him by each arm. 
At the same instant an auto drew abreast 
and he was thrust inside and rushed 
away. 

Mr. Kamsly was driven to a northwest- 
ern section of the city, where, after he 
was stripped completely of all his pos- 
sessions, he was told to walk after his hat 
which was thrown out of the car by one 
of the thugs. The robbers took his brief 
case and a number of wallets hidden 
about his person, and to make certain 
that they missed no stones which might 
have been hidden they took every personal 
possession, even to his handkerchief. His 
socks were examined for hidden stones. 

Mr. Kamsly who had been calling on 
the Chicago trade for a week had left 
about $15,000 worth of stones in the safe 
at his hotel. Of the $85,000 stock of which 
he was robbed approximately $50,000 
worth belonged to Gray-Kamsly, and was 
insured for $40,000. The Lieberman- 
Bienenfeld loss was about $36,000 and 
was almost completely covered by insur- 
ance. All but about 15 to 20 per cent of 
the lot of stones were cut diamonds. 

Chicago police were furnished almost 
identical descriptions of the robbers by 
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WATCHES 


New in name, but the quality and 
accuracy is backed by years of ex- 
perience in the watch field. 


After carefully selecting a move- 
ment of definite quality, we have 
added style, and every watch is 
cased and electrically timed under 
strictest supervision in our Chicago 
shops, guaranteeing accuracy. 


Handsome, distinctive boxes, styled 
individually for men and women. 

A request on your letterhead will 
bring full particulars on how you 


may secure a Phalor Watch fran- 
chise for your city: Write at once. 


PHALOR WatTcH Co. 


Paul Rosenberg, Mgr. 
5 So. Wabash Ave. Chicago 
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five pedestrains who witnessed the abduc- 
tion. From their conversation the rob- 
bers were judged to be natives of the 
mid-west. A reward of $5,000 has been 
offered for information leading to a solu- 
tion of the robbery. 

Mr. Kamsly, although suffering no 
more bodily harm than bruises on his 
arms, was unnerved by his experience, 
as he was constantly receiving dire 
threats from the thugs. 

Chicago police are inclined to believe 
that Mr. Kamsly was the victim of the 
same men who beat and robbed Jacob 
Baumgold, New York diamond merchant, 
of $100,000 in jewelry, on June 26, 1936. 
Mr. Baumgold, a young man traveling 
with him, a private detective and a taxi 
driver were surprised by four masked 
men as they were entering a taxi. 





Grand Rapids, Mich., Watchmakers 
Organize and Elect Officers 


GRAND Rapips, Micu.—Stanley Gaver, 
this city, has been selected president of 
the newly organized Grand _ Rapids 
Watchmaker’s Guild. Other officers 
named are Roy Denton, vice-president; 
Brayton Lemon, secretary, and Howard 
Campbell, treasurer. 

Meetings will be held the second Fri- 
day of each month and membership in 
the organization has been divided into 
two types, namely, active, for those who 
have served at least four years’ appren- 
ticeship or hold a junior watchmaker’s 
certificate, and associate, for those serving 
their apprenticeship. 





Sioux City Horologists Agitate 
for Watchmakers’ Legislation 


Sioux City, 1A.—The Sioux City Horo- 
logical Guild, of which P. Berglund is 
president, has launched a campaign for 
legislation requiring all watchmakers en- 
tering Iowa to qualify before a State 
board of examiners before being per- 
mitted to engage in business. The pro- 
posed law, which is being publicized by 
petitions circulated throughout the State, 
would require registration of present 
watchmakers and would establish trade 
practice rules. 

Passage of the legislation, Mr. Berglund 
stated, would raise the standard of watch- 
makers’ work and increase their service 
to the public. 


Albert Spring Named Head of 
Seattle M. J. Assn. 


SEATTLE, WAsH.—At the annual meet- 
ing of the Seattle Manufacturing Jewelers 
Association, held last month, Albert 
Spring, jeweler of this city, was elected 


president. Milton H. Sholdt was named 
vice-president and Harry C. Trew, 
secretary. 


They will be installed at the associa- 
tion’s annual banquet to be held in Octo- 
ber. Following his election Mr. Spring 
launched plans for an aggressive program 
of activities for the association. 





ANADARKO, OKLA.—Early on the morn- 
ing of Sept. 15 a brick was thrown 
through the window of the jewelry store 
of Frank G. Ward, 125 Main St., by a 
thief who stole five watches and a cameo 
ring. The crook was frightened away 
before be could grab more loot. Mr. 
Ward was returning from a meeting of 
railroad time inspectors in Chicago when 
his store window was robbed. 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 

















PRO-TEX-SIL 


Protects silver from tarnish. 
Easily applied, harmless, not a lacquer. 
Send for sample. 


Welmaid Manufacturing Corporation, 
Dept. 6—5852 Broadway, Chicago 














McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 














ficme WATCH CO. 


5S S.WABASH AVE. CHICAGO 





USED WATCH 
MATERIALS 





USED MOVEMENTS 
Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 1543, $3.00 
12 or 16 size Hunting 


1/2 


73, $1.75 — 153, $2.75 
12 Size Open Face THE PRICE OF 


16 size Open Face 
J . Wheels, pinions, 
a Ae = SS Ee pallet forks, etc., 
size O.F. Elg., Wal. for all watches. 
7J, $1.25 — 15J, $1.75 
6 size Elg.. Wal., Hig. | Send sample of 
73, 75¢ — 155, $1.25 what you want! All 
s Guaranteed! Remit 
only if satisfactory. 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATiantie 1465 








HEEREN @& CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
Il orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bids. Pittsburgh, Pa. At. /723 








WANT TO BUY 


Paul Revere, liampton Court, Patrician, Adams, 
Vintage, Queen Anne and other discontinued Silver- 
plate and Sterling patterns for cash at 50% of retail 
price. We sell discontinued patterns at 75% retail 
price—write us. 


SILVER STATE EXCHANGE 
Box 695 Colorado Springs, Colo. 











Whatever appears in 


THE 
JEWELERS 
CIRCULAR- 
KEYSTONE 
automatically becomes a 
matter of record in the 


Jewelry and Allied Indus- 
tries. 














PITTSBURGH: 


A. C. Clayman has opened a new jew- 
elry shop at 53 Main St., Bradford, Pa. 

J. H. Luxemberg, Indiana, Pa., was in 
Pittsburgh calling upon the wholesale 
trade recently. ; 

J. Richard Crawford, of Gallinger’s, 
Liberty Ave., suffered several broken ribs 
recently as a result of an auto accident. 

G. C. Rankin, Carrollton, O., jeweler, 
has moved his jewelry store to quarters 
formerly occupied by the Overholt shoe 
store. ‘ 

C. Glenn Sipe of the House of Sam F. 
Sipe, 424 Wood St. spent the summer 
months at his country place near But- 
ler, Pa. 

Recent out-of-town buyers included Mr. 
and Mrs. A. K. Schran, Sharpsburg, Pa., 
who divulged plans for a trip to the 
Pacific Coast. 

Sam E. Hall, Jr., son of Sam E. Hall 
of Hall Bros. Co., Inc., Clark building 
wholesalers, is home from a camping trip 
in Texas. 

Herbert Haase, wholesale jeweler, 
Clark building, has returned from a 
Southern trip and reports encouraging 
business. 

Martin Morrow, well-known McKees- 
port, Pa., credit jeweler, recently installed 
new fixtures. The installation was made 
by C. Proessler & Son of this city. 

Jasper B. Baum is giving up his jewelry 
store in Wheeling, W. Va., and will lo- 
cate in room 609, Wheeling Bank and 
Trust building, where he will conduct a 
special order jewelry establishment. 

A representative of S. Kirk & Son, 
Baltimore _ silversmiths, | demonstrated 
chasing of hollowware in a prominent 
window of the Hardy & Hayes Co., Inc., 
527 Wood St., recently. 

J. Loughrey Roberts, of John M. Rob- 
erts & Son Co., Inc., and family have 
returned from their country home in the 
Fox Chapel district to the family resi- 
dence in Forbes St. ; 

W. S. Bickart, Pittsburgh manager for 
I. Ollendorf Co., has returned to his of- 
fice in the Clark building after an absence 
of several months due to an automobile 
accident. 

Remodeling of J. D. McAnlis & Son’s 
store, Beaver Falls, Pa., is now under 
way. The store was damaged as a re- 
sult of a fire next door in the G. C. 
Murphy establishment. Howard McAnlis 
is proprietor. 

Formal opening of two beautifully re- 
modeled jewelry stores in Cleveland, O., 
took place recently. They were Burt’s, 
Inc., Terminal Tower Building, and 
Rotbarth Bros., Euclid Ave. Hyman 
Rosenberg, local architect, designed the 
latter alterations. 

W. W. Wattles & Sons Co., Inc., Wood 
St. retailers, are installing a new elevator 
system in their three-story building and 
making other alterations preparatory to 
the holiday season. D. F. Walton, man- 
ager, has returned from a vacation in 
Canada. 

The Crown of the Andes, valued at 
millions of dollars and comprising what 
is said to be one of the oldest and largest 


collections of emeralds in the world, was’ 


on display in Boggs & Buhl, local de- 
partment store, during the latter part of 
September. There are 453 emeralds in 
the crown, the largest weighing 45 carats. 
Carved from 100 pounds of gold and 
studded and hung with a total of 152 
carats of magnificent emeralds, the ex- 
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hibit attracted hundreds of visitors to the 
establishment. The gems were originally 
in the possession of Atahuallpa, the last 
Inca, but captured by Pizzaro at the con- 
quest of Peru. It will be displayed at the 
New York World’s Fair in 1939. 

The tri-state district of western Penn- 
sylvania, eastern Ohio and northern West 
Virginia was well represented at the 
N.A.C.J. in Chicago last month. Among 
those attending were: Herman Auerbach, 
M. A. Mead & Co., Inc., Gus Bastheim 
and Louis Silberman of Henry Wilkens 
& Co., Inc., W. J. Kappel, Ray Ripper 
and Floyd Cross of William J. Kappel 
Co., Inc., Samuel De Roy and Emanuel 
De Roy of S. H. De Roy & Co., Inc., Al 
J. De Roy of Jos. De Roy & Sons, Clif- 
ford Pugh of Pugh Bros., Martin Kra- 
mer, David Mallinger, S. Mallin, Philip 
Krauss, all of Pittsburgh; Martin Mor- 
row and Sam Goodman, McKeesport; 
S. A. Meyer and William Teper, Wash- 
ington, Pa.; Charles Teper, Clairton, Pa.; 
Phil Lipson, Fairmont, W. Va.; Walter 
Einstein, Canton, O.; Saul Isroff, Shaw, 
Rodgers Co., Akron, O., and Marling 
Miller, Uniontown, Pa. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


DIAMONDS 


a 
818 LIBERTY AVE., PITTSBURGH 


























GOLD and SILVER 


Scrap and Wastes 


PUIRCIIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 




















“VERNON-BENSHOFE CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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The Non-Retailing Co., of Lancaster, 
Pa., has taken quarters in room 617 Clark 
building, where they will specialize in 
the distribution of Hamilton and Elgin 
watches. Harry Unglaub is manager. He 
formerly occupied space with Spencer & 
Dittrich in the same building. 





Research Fellowship is Established 
at Mellon Institute, Pittsburgh, 
by Elgin Watch Co. 


PirrsBURGH—Establishment at the Mel- 
lon Institute of an industrial fellowship 
by the Elgin National Watch Co. has 
been announced. The research program 
will cover broadly the chemical aspects 
of technical problems in the watch indus- 
try. One of the first subjects of investiga- 
tion will be watch lubrication. 

George E. Barker, Ph.D., Massachusetts 
Institute of Technology, 1934, has been 
appointed incumbent of the fellowship. 
Before joining the Institute’s research 
staff, Dr. Barker spent several years in 
the synthetic organic chemical industry. 





Sub-standard Silver Goods, Prompt 
Warning “Demand Manufacturer’s 
Stamp on Goods You Buy” 


The Jewelers Vigilance Committee has 
been called upon to investigate a number 
of complaints regarding bracelets and 
pins marked “sterling silver” made in 
the Danish style, which are being sold in 
large quantities to retail jewelers and 
department stores, G. H. Niemeyer, presi- 
dent of Handy & Harmon, New York, and 
chairman of the committee, announced 
last month. 

“We have found that some of these 
articles are not of sterling silver fine- 
ness, which is 925/1000. It does not seem 
possible that any manufacturer would 
jeopardize his reputation for such a 
small consideration, as the largest dif- 
ference in silver value on the articles 
examined by us varies from 1 to 2 cents 
per article,’ Mr. Niemeyer said. 

“Practically all of the merchandise 
tested is unidentified by the manufac- 
turer’s name or his trade mark. We ask 
every retail jeweler to join with us in 
the campaign to compel manufacturers 
to identify their products. Will you 
please see that everything you buy is 
properly stamped or instruct your mer- 
chandise men to do so. Also, if you are 
suspicious of the gold, silver or platinum 
content of any article, send it in to us.” 





Retail Jewelers Research Group 
Holds Meeting in New York 


During the ANRJA convention held 
recently in New York, members of the 
Retail Jewelers Research Group, who 
were in attendance at the sessions, gath- 
ered to discuss informally matters relat- 
ing to the welfare of the industry. This 
meeting of the group with members of 
Group A took place on Aug. 31. Past 
Chairman of the Research Group Myron 
Evarts, of Dallas, Tex., was later chosen 
president of the ANRJA while W. G. 
Thurber, of Providence, R. I., was named 
vice-president of the Northeastern divi- 
sion. 


CELEBRATES 53RD ANNIVERSARY 


Viroqua, Wis.—J. W. Lucas celebrated 
his 53rd business anniversary here last 
month. For the past several years his 
son, Keith Lucas, has been associated 
with him in the jewelry firm. 
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Buffalo and Rochester Watchmakers Picnic 





RocHester, N. Y.—The combined mem- 
bership of the horological associations of 
Buffalo and Rochester, with their fami- 
lies, recently enjoyed a basket picnic at 
Churchville County Park, with more than 
250 in attendance. At the end of the 
day’s activities the affair was voted an 
outstanding success, with the result that 
a similar party will be held next year at 
which the Buffalo watchmakers will act 
as hosts. All watchmakers in western 
New York State will be invited to attend. 

At this first picnic a wide variety of 





sports events were offered for the enjoy- 
ment of those in attendance. The base- 
ball game between the Buffalonians and 
the Rochester aggregation was the high 
spot of the day, but the final score re- 
mained a mystery. 

The sports program was conducted 
under the guidance of H. Taylor and 
A. J. Grohs, Buffalo, and J. Jones and 
George F. Scheer, Rochester. 





The Wyoming Jewelry Co., Leon Blum, 
manager, has opened for business at 448 
Main Street, Melrose, Mass. 

















No. 12 of a Series of Advertisements Showing Recent Jewelry Store Installations in 
the Tri-State Area of Pennsylvania, Ohio and West Virginia by C. Proessler & Son 
Company 





Interior View, Seigal Jewelry Store, Pittsburgh 


Suggestion for felling .. . 
GET A PROESSLER MODERNIZATION 


A completely modern interior can work wonders with your sales turn- 
over. Beautiful store-rooms enhance merchandise, make it more attrac- 
tive to the customer, and earn extra profits. 


The Seigal Jewelry Store, Pittsburgh, is a typical example of what a 
Proessler modernization can do for a small store. This complete instal- 
lation was by Proessler and, whether your store is large or small, we 
can do just as good a job for you. 


We welcome inquiries from all points within a 300 mile radius of 
Pittsburgh. Try us, for more selling] 


PHONE CEDAR 1716 


C. PROESSLER & SON COMPANY 
1221-1227 PENNSYLVANIA AVENUE, PITTSBURGH. PA. 


Manufacturers of Jewelry Store Fixtures for Nearly Three-Quarters of a Century 
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FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


* ZONES 7-8-13-17 

WALTHAM PREMIER WATCHES 
1847 ROGERS BROS.— 
WM. ROGERS SON— 

COMMUNITY SILVER PLATE 

Also all well known jewelry lines 
GERWE-FROHMAN CO. 
CINCINNATI OHIO 








DIAMOND CUTTING 


expert work ... fast service 


DER. ods dk senew nee $ 9.00 per carat 
TS re ree ee 10.00 per carat 
ee ne 11.00 per carat 
Pee 12.00 per carat 
Se carat .....--- alee? 14.00 per carat 
ea 16.00 per carat 
= eT ee 18.00 per carat 
eer ee 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 











* * 











Sole Distributors of 
MISS VANITY and LORD JASON 


Jewelry, and distributors of all im- 
portant nationally advertised jewelry 
lines. Elgins better values than ever— 
also Croton and Broadway watches. 


THE D. JACOBS SONS CO. 
811 Race Street, 


Serving the Retail Jeweler for over 60 years. 


Cincinnati, Ohio 








Diamond Rings - = =Specializing in 
Diamond Rings 
you can sell. 

Jewelry - - = = = =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with. satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 

ONLY $4.00 


EA. KEYSTONE 
Five Different Shapes 
Available, Including 
Heart Shape. Send for 

Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 




















CINCINNATI: 


A. F. Gebhardt of this city is now 
traveling for Byard F. Brogan of Phila- 
delphia. 


George W. Fredenburg has been ap- 
pointed Cincinnati representative for the 
Parker Pen Co. He _ succeeds Stanley 
Evans. 


The store of Phil Haas Jewelry, Inc., 
is now established at 5 E. Sixth St. It 
formerly was located in the Capitol 
theater building on Vine St. near Seventh. 


Lester C. Wingo, 83, retired jeweler, 
died at his home, 1618 Hewitt Ave., Wal- 
nut Hills. He had been a native of Giles 
County, Va., where he operated a jew- 
elry store for a number of years before 
coming to Cincinnati. 


Thieves visited the home of Fred G. 
Gruen, chairman of the board of the 
Gruen Watch Co., and stole a number 
of articles, including an automobile, 
grinding machine, buffer, electric motor 
and radio from the garage. 


Two associates of the Frank Herschede 
Co. spent their vacations in different parts 
of the country. Cliff Bennett and family 
went to Florida while Gilbert Millar and 
family visited Cape Cod. Mr. Millar 
came to Cincinnati from New England. 


The Cincinnati Plating & Repair Co. 
moved to 108 W. Central Parkway at the 
first of the month. The firm was located 
across the street at 113 Parkway for 14 
years and occupies about 6,000 square 
feet in the new location. The concern con- 
sists of a partnership between Otto Fil- 
lipine, Andrew Glaser and George Lau- 
mann. 


Walter Williams, a veteran watch- 
maker, has established a jewelry store 
of his own in his native town of Milford, 
Ohio. Mr. Williams, who had been as- 
sociated with the Southam Watch Co., in 
the Dixie Terminal building in this city, 
leased a store in the National bank build- 
ing on Main street in Milford for the 
enterprise. 


The annual election of Cincinnati 
Guild, Ohio Watchmakers Association, 
will be held in October. There will be 
two tickets in the field, “balance wheels” 
vs. the “train wheels.” There will be 
competition in all except two offices and 
one of the tickets seeks to combine two 
posts into one—that of financial secretary 
and treasurer. The local Guild held a 
social session at the Felsenbrau brewery, 
attended by 75 members and guests. The 
scheduled star-gazing session at the Cin- 
cinnati Observatory was postponed be- 
cause of cloudy weather but probably will 
be held some time in October. 





Ohio Watchmakers Sign Petitions 
for Licensing Legislation 


CINCINNATI—The campaign to bring 
about enactment of a Watchmakers’ Li- 
censing bill during the next session of the 
Ohio legislature has become active in the 
Buckeye state, with Cincinnati Guild, 
Ohio Watchmakers Association, and other 
guilds and organizations seeking to raise 
horological standards. 

Frank Foegler, chairman of the local 
committee on legislation, went to Mil- 
waukee, Wis., recently and conferred 
with W. B. Heald on the licensing law 
that has been in effect in Wisconsin. Mr. 
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JEWELER, LAWYER, BEAUTY JUDGE 





Charles Richter, credit jeweler of Cincinnati, 
believes every jeweler should be active in the 
civic affairs of his city. He recently sponsored 
a prize winner in the bathing beauty contest 
conducted by the 6th St. Business Men's Club 
of that city. To better prepare himself for 
civic activities, he completed a night course of 
law in spare time, and was admitted to prac- 
tice law in Ohio. Mr. Richter is shown light- 
ing a cigar for Mayor James G. Stewart, who 
presented the prize to Miss Audrey Flaig. 
Sam Silverman, wholesa!e jeweler, is looking on. 





Foegler said that the statute has brought 
about effective results in that state. 
Joseph A. H. Voss is notifying all mem- 
bers of the state organization of a plan 
to obtain signatures on petitions which 
will be submitted to the legislature in 
support of the proposed licensing measure. 


‘Cards are obtainable from L. W. Heim- 


berger of Columbus or Mr. Foegler in 
Cincinnati. 

Charles Zoellner, jeweler at Ports- 
mouth, Ohio, is another enthusiast in this 
legislative enterprise. Cincinnati Guild 
officials have sent him a note of appre- 
ciation. 





ROBERT P. KIEP 


JoLieT, ILt.—Robert P. Kiep, 71, who 
has been in the retail jewelry business in 
Joliet for more than 50 years, died at St. 
Joseph Hospital Sept. 4. 

Mr. Kiep was born in Joliet and in 1890 
started in the jewelry business with Henry 
O. Yahn, taking over the business of 
Julian Krauss, under whom Mr. Kiep 
served his apprenticeship. In 1896 he 
purchased the business of T. W. Martin, 
at 111 N. Chicago St., the present location 
of Robert P. Kiep Sons. It was in 1920 
that Mr. Kiep’s two sons, Alfred J. and 
Walter J. became partners in the business 
and 12 years ago, Mr. Kiep turned his 
business entirely over to them, continuing 
only in an advisory capacity. 

Mr. Kiep was a member of the Western 
Catholic Union, the Knights of Columbus 
and the Elks. 


SEATTLE, WasH.—Leo Weistield, of 
Weisfield & Goldberg, credit jewelers, 
with headquarters in this city, has been 
named chairman of the State Progress 
Commission, organized to plan for Wash- 
ington State’s Golden Jubilee. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Cuicaco—A feature of the NACJ | simist, but is still an optimist and he can- 
convention was the dinner of the Balti- | not believe that the people will permit 
more & Ohio-Alton Railroad Timekeepers | the railroads to “go to the dogs.” 


which a special 


indulged in by 





held Monday night at the Morrison Hotel. 


Gallaway, operating vice-president of the | 
B. & O., commemorating his 55th year | The speaker also paid tribute to Wil- 
with the railroad. Mr. Gallaway who | liam C. Donnelly, 
stated that he had missed but few staff | Time Service of the B. & O. and Alton 
meetings, emphasized the fact that there | 

was no mystery about the operating of 
a railroad, but that the constant hammer- 
ing away at the railroads, an activity 


appear that something should be done | 1 \ j 
about these roads. | inspectors of the Baltimore & Ohio and 
| 


He said that he has never been a pes- 


B. & 0.-Alton Timekeepers Meet 


tribute was paid to C. W. | Mr. Gallaway lays at the door of the 
Interstate Commerce Commission. 


many people makes it 








WASHINGTON, 
National Retail 


Banks & Biddle 
ing the meeting 


Specifically, th 
discount scheme 


normal channels 
Other subjects 


being conducted 


affecting distrib 
the government 





monopoly investigation; the effect on re- 


tail trade of tr 


held by the FTC with manufacturers, 


and truck regul 
deliveries. 


The Jewelers 
ported last mon 


THE JEWELERS’ 








represented at the two-day session of the 
Retailers National Council held here, Sept. 
14 and 15, by Secretary Charles T. Evans, 
Boyd Evans, assistant to the secretary, 
and Wilson Streeter, president of Bailey, 


a permanent committee on trade relations 
appointed whose job it will be to guide 
the 10 national retail trade member 
groups in their opposition to unfair meth- 
ods of competition. 

cluded fake wholesalers selling at retail, 


buying plans and other “leakages” from 


statistics with those of private enterprise 


Beware of This Man 


jeweler had recently been the victim of 


reported, arrived in Globe some time ago, 
bringing with him a list of references chairman; Mr. 
from many well known people. After Alexander, of M. Sickles & Sons, Inc. 


for October, 1938 


Retailers National Council Will | establishing 
Consider Unfair Competition 


. 


in Chicago 





Members of the two railroads’ time services dine in the Morrison Hotel, Chicago, after 
a four-hour business session. 


remarks were the result of the emphasis 


This followed a noon luncheon and after- | he made of the fact that as far as the 
noon staff meeting. | railroads are concerned, there is too much 
About 125 were present at the dinner at | authority without responsibility, 


Railroads, for the splendid service he has 
performed in the interest of time service. 
During the dinner Mr. Gallaway was 
presented with an honorary membership 
in the Time Service Club and a parch- 
ment testimonial signed 


Alton Railroads. 


himself in 


D. C—The American | ‘eliable concern. 


Jewelers Association was | 


officers were elected and | 
checks for t 


e practices mentioned in- 


s, questionable employee 


of distribution. 
up for consideration in- 


cluded the current census of distribution 


by the Bureau of the 


ution; cooperation with tape-tvensase 


ade practice conferences 


ation as it affects store 


After visiting the jeweler the stranger 
was given a letter of introduction to a 
Los Angeles wholesale house where he 
subsequently selected a number of rings. 
These were sent to the Globe jeweler 
who later turned them over to the “cus- 
Co., Philadelphia. Dur- tomer.” In return the jeweler received 

a part payment and several post dated 
The first check 
was returned to the jeweler because of 
insufficient funds and inquiry made there- 
after by the jeweler brought forth the 
discovery that the man 
ously” disappeared and 
where he had gone. 


he balance. 





| (From page 116) 
Census; the coordination of Government | 712 Sansom St., was elected vice-president 
| and Mr. Fernley, Jr., was elected secre- 
| im r. Directors 
in the so-called anti- Samuel Lashof, of Samuel Lashof, Inc., 
7th and Sansom Sts.; J. Frank Griffith, 
of The Non-Retailing Co., Lancaster, Pa.; 
William Earnshaw 
Those affliated with the credit bureau 
at the present 


Gordon, Brown, Gold 


| ‘ ~ 
| Gordon, Sa 


th that a Globe, Ariz., Ce., H.. Oo. 
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muel_ Lashof, 

| Sickles, A. Zlotnick & Co., Joseph B. 
Security Alliance re- | Bechtel & Co., Franco American Novelty 
| Hurlburt & Sons, Albert E. 
| Price, M. Sickles & Sons, all of Philadel- 


a clever and carefully conceived scheme phia; The Non-Retailing Co, 
by which the jeweler lost rings worth caster, and B. Kleitz & Bro. 
more than $3,000. Wilmington, Del. 
A man posing as the owner and man- A membership drive to enlist additional 
ager of a mine south of Globe, it was wholesalers will be instituted promptly 


by the membership committee, Mr. Lashof, 
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general 


Globe he was 
recommended to the victimized jeweler 
when he requested to be referred to a 


Jewelers are warned 
to be on the lookout for a man attempting 
to work a similar scheme. 


Philadelphia 


and Louis 


time are: 


Leibowitz, 
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The Outstanding 
GIFT ITEM 
of the SEASON 


“KARVIT” 








@ New and ap- 
pealing as a Gift 
Department item. 


@ Practical and in- 
dispensable as a 
table accessory. 


THESE roast tongs are the answer to 
any good host’s carving problems. 
“KARVIT” holds the roast firmiy and 
makes it easy to carve fowl, beef, leg of 
lamb and other similar delicacies fresh 
from the oven with the fine precision of 
the skilled chef. Show your customers 
that with ““KARVIT” they can “carve 
without embarrassment’’—and you will 
add another sale for the day. 





The highly polished chromium finish 
of “KARVIT” blends in perfect 
harmony with the elegance of silver 
and gleaming china. 


Dealers’ Price $12.00 a dozen. 
2% 10 days. F. O. B. Cincinnati, Ohio 


KARVIT DIVISION 


QUEEN CiITy BUCKLE 
MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 


4 Ge eae oa 



















Where to Buy 
IMPORTED 
China and Glass 











ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE wew vont. n.¥: 


NEW YORK, N. Y 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
48 W. 23rd St. ork, N. Y 





REGISTERED JEWELER TITLES AWARDED BY A. G. S. TO 17 


The title of “Registered Jeweler” has 
been awarded to the following jewelers 
Jeweler Firm 
ALEX H. BOCKSTRUCK 
BRUCE H. BOYSON 
WILLIAM G. BROMBERG 
R. EDGAR CLARKE 
a ee P. CAMPBELL 
W. L. Gis 
ALV.ON i’ GRISWOLD 
HERBERT HEDMAN 
ROBERT L. GOULDING 
NELSON S. HOLT 
H. G. LARSON 
A. S. PFLUEGER 
W. W. PUTNAM 


Holt’s 
Larson 


H. Bocktruck Co. 
Boysons 
Bromberg & Co. 
H. F. Mentley 
M. Campbell 


The Philip H. Stevens Co. 
The Philip H. Stevens Co. 
H. Goulding’s Sons Co., Inc 


during the last month by the American 
Gem Society: 


Location 


St. Paul 

Oak Park, II. 
Birmingham 
Middletown, N, y, 
Canandaigua, N. Y, 
Mendota, IIl. 
Hartford 
Hartford 

Alton, IIl. 
Sturgis, Mich. 
Kewanee, III. 
Roanoke, Va. 

To llahassee 


HERBERT E. REID Henry C. Reid & Son Bridgeport 
GEORGE A. SORRELL Sorrell’s Jewelry Co. Swenton, Vt. 
MARY E. WALSH Thomas Long Co. Boston 
BERTROND A. WEBER B. A. Weber, inc. Ridgewood, N. J. 











In the Field of Advertising 
and Trade Promotion 








W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Ce. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 


Buglish Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crysta! 


IRISH BELLEEK 
The original production 


ve. S PITCAIRN CORPORATION | 
104 Fifth New York. N. 


& CHINA 
Fever eooXa, 


Famous the World Over 
Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety ef patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 






































Douglas Corrigan, whose solo flight to 
Europe in his single powered plane of 
ancient vintage was a world sensation, 
was presented last month on his arrival 
in Detroit, Mich., with a Longines-Lind- 
bergh Hour Angle watch, product of the 
Longines-Wittnauer Co., New York. The 
presentation was made by the mayor of 


Detroit. 
* * * 


John B. Kennedy, veteran news com- 
mentator, is now interpreting the “High- 
lights of the Day” on a new program 
sponsored by the Gruen Watch Co. From 
11 to 11:10 o’clock every night except 
Sunday, Kennedy broadcasts for Gruen 
over station WABC of the Columbia 
Broadcasting System. To this new pro- 
gram he brings the same honest approach, 
intelligent understanding and effective 
delivery that have made him one of 
NBC’s most sought-after commentators 
since 1924. Although John B. Kennedy’s 
name has long been connected with radio, 
he started out as a writer and was equally 
successful in the newspaper and magazine 
fields before he stumbled into his present 
career. After several years of newspaper 
experience he became managing editor 
and later associate editor of Collier’s 
magazine. His name on articles and 
stories is familiar to all the magazine’s 


readers. 
* * * 


A colorful and interesting portfolio, 
setting forth Elgin plans for the Christ- 
mas season, will soon be in the mail, ac- 
cording to an announcement made recently 
by the Elgin National Watch Co. This 
booklet, entitled “View Your Fortune in 
the Magic Sphere,” will analyze selling 
trends and show how the Elgin 1939 line 
will key in with the major trends, illus- 
trate the concern’s national advertising 
plans and in addition will offer a wealth 
of display and promotional suggestions. 
Millions of magazine messages, concen- 
trated in the pre-Christmas season, will 
carry the Elgin story throughout the na- 
tion. Elgin promotional material to jew- 
elers this Fall includes a new window 
display idea, newspaper mats, individual 
advertising, a Santa Claus mailing pie~:, 
folders, post cards, movie slides and radio 
commercials. ‘The concern has also re- 
cently announced that all the new Elgin 
15/0 watches now on exhibit are equipped 
with the new self compensating “Elgin- 
ium” hairsprings and “Beryl-X” solid 
balances. “Elginium” is a special alloy, 
while the “Beryl-X” solid balance is made 


128 





from a heat treatable alloy, which com. 
bines the characteristics of distortion- 
resistance, stiffness and wear resistance 
required of an exceptional balance. 

* * * 


An instructive and useful booklet of 
window displays designed and executed 
for the International Silver Co., by the 
students of the New York School of Dis- 
play under the supervision of Polly Pet- 
tit, director of the school and Mary Ann 
Fraser, art director, has just been pre- 
pared for distribution. The windows 
illustrated in the booklet are photographs 
of those installed and shown at the Inter- 
national Silver Co.’s display at the recent 
ANRJA convention in New York. They 
contain a wealth of practical silver dis- 
play suggestions for the jeweler and, as 
announced by the creators, have been 
planned with a view to practicability and 
ease of installation requiring little in- 
genuity and only a moderate expenditure. 

* * * 


The DeFrece Watch Co., Inc., 48 W. 
48th St., New York, has appointed S. R. 
Leon, Inc., 1775 Broadway, New York 
City, as its advertising agency, which is 
now planning details for an advertising 
campaign. 


MAHNKEN TO BENEDICT CO. 


East Syracuse, N. Y.— William J. 
Mahnken has been named secretary and 
general sales manager of the Benedict 
Mfg. Co., manufacturers of silver and 
gold plated holloware, trophies, hotel, 
soda fountain, restaurant equipment and 
flatware, and premiums. 


Where to Buy 
DOMESTIC 


China and Glass 





HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 





N. Y. Office: 542 Sth Ave. otp waTerrorD 


<fo 





LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Yade in America 
Trenton, N. J. 








IERIE 
LENOX, INC. 
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DIRECTORY OF TRADE ASSOCIATIONS 


NATIONAL 


The names given in each case’ are those of the president and secretary. 


American Jeweled Watch Manufacturers Association—C. M. Kendig, c/o 
Hamilton Watch Co., Lancaster, Pa.; J. Freistadter, c/o Waltham 
Watch Co., Waltham, Mass. 

American Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 
48th St.; Walter N. Kahn, 608 Fifth Ave.; Miss M. L. Ryder, 
Asst. Secy., 17 W. 45th St., New York City. 


American National Retail Jewelers’ Association—Myron Everts, 1616 
ain St., Dallas, Tex.; Charles T. Evans, 22 W. 48th St., New 
York City. 


American Watch Assemblers Association—Norman B. Morris, 608 Fifth 
Ave.; Louis A. Schwob, 22 W. 48th St., New York City. 

Associated Manufacturers & Importers of Watchmakers & Jewelers 
Supplies—Seymour G. Hammel, Hammel-Riglander & Co., 209 W. 
14th St.; Jacob Faist, 109 Lafayette St., New York City. 

Brotherhood of Traveling Jewelers—Harry C. Berdan, c/o Gorham Co., 
15 Maiden Lane; Knowlton D. Read, 15 Maiden Lane, New York 
City. 

Canadian Jewelers’ Association—A. J. Roden, 345 Cariaw Ave., Toronto; 
N. J. Leech, Toronto, Canada. 

Clock Manufacturers’ Association of America—S. F. Ferguson, c/o Seth 
Thomas Clock Co., Thomaston, Conn.:; J. M. Ivory, 90 Broadway, 
New York City. 

Eastern Manufacturers and Importers Exhibit, Inc.—A. Stanley Brussel, 
225 Fifth Ave.; George F. Little, Managing Director, 220 Fifth 
Ave., New York City. 


English Silverware Importers of America—B. J. Brotman, 23 W. 55th 
St.; I. Lighter, 444 Madison Ave., New York City. 

Horological Institute of America—Harrison F. Babcock, Chester 12th 
Bldg., Cleveland, Ohio; R. E. Gould, c/o National Bureau of 
Standards, Washington, D. C. 

The Jewelers Board of Trade (a name used by the Manufacturing 
Jewelers Board of Trade)—-Frederick A. Ballou, Jr., B. A. Ballou 
& Co., Inc., 61 Peck St.; Horace M. Peck (also treasurer), Turks 
Head Bldg., Providence, R. I. 

Jewelers’ Publicity Committee—William D. McNeil, chairman; Charles 
T. Evans, treasurer, 22 W. 48th St., New York City. 

Jewelers’ Security Alliance—Frank T. Sloan, 15 Maiden Lane; James H. 
Noyes, 15 Maiden Lane, New York City. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St.; A. L. 
Woodland, 15 Maiden Lane, New York City. 

Jewelry Crafts Association—William B. Ogush, 33 W. 60th St.; Henry 
L. Sperling, 20 W. 47th St., New York City. 

National Association of Credit Jewelers—William Gibson, 9144 Com- 
mercial Ave.; J. Frank Newman, 31 N. State St., Chicago, IIl. 

National Gift and Art Association—A. J. Horgan, Chase Brass & 
Copper Co., 10 E. 40th St.; George F. Little, 220 Fifth Ave., 
New York City. 

National Jewelers Mutual Fire Insurance Co.—W. H. Upmeyer, 101 
Wisconsin Ave., Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 

National Wholesale Jewelers’ Association—Arthur Manheimer, Man- 
heimer Watch Co., 35 E. Wacker Drive, Chicago, Ill.; George A. 
Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association— 
Willard O. Ormsbee, Taunton Pearl Works, Taunton, Mass. ; 
Lewis S. Chilsom, J. M. Fisher Co., Attleboro, Mass. 

Precious Stone Dealers Association—Leopold Nathan, 71 Nassau St.; 
Isidor Lassner, 10 W. 47th St., New York City. 

Sterling Silversmiths Guild of America—Denham C. Lunt, Rogers, Lunt 

Bowlen Co., Greenfield, Mass.; Alexander Vincent, 20 W. 47th 
St., New York City. 

United Horological Association of America—Thomas J. Fagan, 453 
Washington St., Boston, Mass.; O. R. Hagans, 3226 E. Colfax 
Ave., Denver, Colo. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Charles Bromberg, Bromberg & 
Co., 218 N. 20th St.; W. Anderson, Jobe-Rose Jewelry Co., 
1917 2nd Ave., N., Birmingham, Ala. 

Arizona Retail Jewelers’ Association—Adolph Cubitto, Globe; Newton 
Rosenzweig, Phoenix. 

Arkansas Retail Jewelers’ Association—A. L. Russell, Hot Springs, sec- 
retary. 

Associated Credit Jewelers of New York and New Jersey——C. M. Brad- 
bury, Royal Diamond & Watch Co., 170 Broadway; Wm. Wagner, 
45 W. 34th St., New York City. 


California Retail Jewelers’ Association—Carl Schultz, 6621 Hollywood 


Blvd., Hollywood; Arthur H. Dibbern, 213 S. Glendale Ave., 
Glendale, executive secretary. 

Colorado Retail Jewelers’ Association—Wolf Hansen; O. R. Hagans, 
3226 E. Colfax Ave., Denver. 

Connecticut Horological Association—E. Seibel, Bridgeport; Bernard 
Scanlon, 226 Broad St., Meriden. 

Connecticut Retail Jewelers’ Association—Frank L. Wilson, Danbury ; 


Emil Weber, 39 Colony St., Meriden. 

Florida Retail Jewelers’ Association—William H. Deuber, Tampa; G. W. 
Lawton, Orlando. 

Georgia Retail Jewelers’ Association—H. Armin Maier, Jr., 

Tom Cook, Macon. 

Horological Association of Idaho—Charles A. Braun, 
Weiser; Lester Hamilton, Nampa. 

Illinois Retail Jewelers’ Association—J. Ralph Tobin, Springfield ; Henry 
T. Mortensen, Rm. 304, 10 S. Wabash Ave., Chicago. 

Indiana Retail Jewelers’ Association—Irving Chayken, Hammond; H. 
Elmer Lodde, 419 Main St., Lafayette. 


Atlanta ; 


484 State St., 
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Iowa Retail Jewelers’ Association—H. L. Hands, 
Kirkberg, Fort Dodge. 

Kansas Retail Jewelers’ Association—V. W. Huffman, 
retary. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, Louisville; Percy 
B. Stith, 329 Guthrie St., Louisville, Secy.-Treas. 

Louisiana Retail Jewelers’ Association—Ralph Hereford, 218 Baronne 


St., New Orleans; S. Goldberg, Rider Jewelry Co., 161 Third St., 
Baton Rouge, acting secretary. 


Iowa City; H. C. 


Herington, sec- 


Maine Retail Jewelers’ Association—D. Fortin, Waterville; Stanton 
Francis, Brunswick. 

Maryland-Delaware and District of Columbia Jewelers’ Association— 
Howard Millikin, Hennegen-Bates Co., Baltimore; Howard R. 
Collins. 804 Shipley St., Wilmington. 

Massachusetts Horological Association—Col. Wm. H. Bright; Wm. P. 


Fillebrown, 453 Washington St., Boston. ‘ 
Massachusetts & Rhode Island Retail Jewelers’ Association—L. Blaine 

Libbey, Milford; John H. Peterson, Needham, Mass. 
Master Watchmakers of Colorado, Inc.—Ernst Peterson, 

St.; O. R. Hagans, 3226 E. Colfax Ave., Denver. 


Master Watchmakers Association of Illinois—Harold J. Frisbie, 619 S. 
Pine St., Freeport, secretary. 


Master Watchmakers Association of Missouri—Walter I. Betts, 218 W. 
Maple, Independence; Ernst Wetteroth, 10 Westport Road, Kansas 
City. 

Michigan Retail Jewelers’ Association—S. D. Thompson, Mount Pleasant ; 
Hugh C. Finley, Kalamazoo. 
Minnesota Retail Jewelers’ Association—Harold G. Kohen, 13 S. 5th 
St.; Lester B. Johantagen, 1016 W. Broadway, Minneapolis. 
Missouri Retail Jewelers’ Association—Fred W. Pilcher, Mexico; Fred 
Sands, Diercks Bldg., Kansas City. 

Nebraska Horological Association—R. P. Kraatz, 
Vinton St., Omaha. 

Nebraska Retail Jewelers’ Association—W. S. Putters, Norfolk; C. J. 
Stiastny, Lincoln. 

New Hampshire Retail Jewelers’ Association—Robert A. de Montigny, 

Nashua; Mrs. Addie Fiske Goodell, Epping. 

Jersey Retail Jewelers’ Association—William Schoppy, 

City ; George Fort, Trenton. 

New Mexico Retail Jewelers’ Association—H. M. Huff, Roswell; S. F. 

Lovett, Santa Fe. 

York State Retail Jewelers’ 

Main St., E., Rochester ; 

Rochester. 

North Carolina Retail Jewelers’ Association—Ernest Neiman, 
etteville St., Raleigh; James Fox, Rocky Mount. 

North Carolina State Horological Association—Lawrence G. Ballard, 
Box 596, Wilson, secretary. 

North Dakota Retail Jewelers’ Association—R. B. Newton, 
Ave., N., Fargo; Robert McLaughlin, Hope. 

Ohio Retail Jewelers’ Association—Henry W. von Unruh, 932 E. Me- 
Millan St.; Clifford P. Simper, 705 Vine St., Cincinnati. 

Ohio Watchmakers Association, Inc.—Lee E. Luce, 37 S. High St.; 
L. W. Heimberger, 245 S. High St., Columbus. ‘ 

Oklahoma Retail Jewelers’ Association—B. C. Clark, Jr., 113 N. Harvey 
St., Oklahoma City; Willis D. Waugh, Okmulgee. 

Oregon, Master Watchmakers of—R. E. Drewes; H. Sabro, 6422 S.E. 
17th Ave., Portland. 

Oregon Retail Jewelers’ Association—Alfred L. Stone, Stone-Margulis, 
Inc., 701 S.W. Broadway; Rene Bloch, Dan Marx & Co., 424 
S.W. 6th St., Portland. 

Pennsylvania, Horological Association of—Guy B. Woolston; 
Sommer, 1524 Beaver Ave., Pittsburgh. 

Pennsylvania Retail Jewelers’ Association—George A. Lyons, 4614 
Frankford Ave., Philadelphia; Charles K. Boas, 28 N. Second 
St., Harrisburg. 

South Carolina Retail Jewelers’ Association—-J. .B. Folsom, Sumter; 
Rudolph J. Ortman, Charleston. 

South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, 
acting secretary. 

Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. M: 
Meeks, Dyersburg. 

Tennessee Watchmakers & Jewelers Association—Charles E. Maskall, 
Knoxville; Ralph Langreck, Nashville. 


1626 Welton 


Morris Yost, 1720 


New Atlantic 


New Association—Russell G. Scheer, 259 


E. Lathrop Sunderlin, 74 East Ave., 


109 Fay- 


607 First 





J. P. 


Texas Retail Jewelers’ Association—R. D. Armstrong, Waco; B. L. 
Turner, Corpus Christi. 

Vermont Retail Jewelers’ Association—M. D. Armstrong, St. Albans; 
W. S. Bristol, Vergennes. 

Virginia Retail Jewelers’ Association—Harry George, Jr., Keller & 


George, Charlotteville; H. N. Cloutier, Waynesboro. 
Washington State Retail Jewelers’ Association—John Penn Fix, George 


Dodson, Inc., Spokane; Dr. J. Hindley, Lloyd Bidg., 
Seattle. 
Watchmakers Association of Indiana, Inc.—J. E. Yost, 820 Wabash 


Ave., Terre Haute; Robert W. Smiley, 620 Oregon St., La Fayette. 


Watchmakers Association of Kentucky—S. H. Shaw, 305 Mid-West 
Bldg., Louisville, President. 

West Virginia Retail Jewelers’ Association—A. I. Polan, 708 Kanawha 
St., Charleston; William Caplan, 318 W. Pike St., Clarksburg. 

Wisconsin Retail Jewelers’ Association—E. R. Fuchs, Milwaukee, A. W. 
Anderson, Neenah. 


Wisconsin Watchmakers Association—Richard A. Meisner, 
St., Racine; B. W. Heald, 339 N. 35th St., Milwaukee. 


1839 Green 
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K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
\ PALLADIUM IRIDIUM | 


Ruthenium — Rhodium — Osmium — Silver 


Platinum in all degrees of hardness . 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


ve soucrr our §=6 KK astenhuber & Lehrfeld 


SCRAP GOLD AND SMELTERS AND REFINERS 
na — 24 JOHN ST. NEW YORK, N. Y. 


lal 
































Western Electric- 


{fe 














A TRIP TO 





WATCHES - REPAIRING 





IRST of all, reserve your room at the hotel 

best suited to your convenience and pur- 
pose when in Washington—the modern, down- 
town Willard, "The Residence of Presidents”. 





a mae —— CORNER 
: ; . opular Priced mart Ladies’ & 
N 1S seconds, with a Western Elec Food Specialties Gentlemen’s Cock- 

tric Watch-rate Recorder, you can tail Lounge 
see and show —by chart — exactly Write for FREE Book, “Highlights of 
how much time any watch will gain the Nation's Capital.’ 


- or lose in 24 hours. This instrument 


builds business! Get our Pay-from- 
Profits Plan! Write or wire! Wi [LAR D int OTE [ 


AMERICAN TIME PRODUCTS, Inc. WASHINGTON, D. C. 


580 FIFTH AVENUE, NEW YORK CITY, Sole Distributors H. P. SOMERVILLE, Managing Director 
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Intricate Astronomical Watches 


by HOWARD A. LEWIS, of Lewis & Son, New York and WILLIAM H. BARTON, JR., associate curator. 
Hayden Planetarium 


(Original text from “The Drama of the Skies,” bulletin of the Hayden Planetarium.) 


‘Vs sundial as a timepiece 
is of very ancient origin. ‘Che most backward savage can 
tell time by the sun. Accurate time cannot be read from 
a shadow, and at night or in cloudy weather a dial is 
completely out of use. Ingenious people invented mechani- 
cal devices to give the time. Galileo is said to have 
noticed “the pendulum” and that it always swung in 
the same period of time if the length of the string was 
constant, and was independent of the width of the swing. 


@ Astronomical! 
watch made by J. 
Player & Son. Side- 
eal time is shown on 
‘entral dial, circled 
yy two plates. The 
smaller, calibrated for 
the lunar month, has 
the smaller hand 
howing the position 
of the. moon in ‘the 
heavens and its age 
n the disc.. The 
uuter plate with 
onger hand denotes 
the sun and makes a 
-omplete turn in. 24 
hours. The gold cage 
attached to the side- 
real dial shows the 
sun's declination and 
the parts of the 
heavens visible at any 
time of the year 


He timed it with his pulse—perhaps this might be said 
to be the first “wrist” watch! With his characteristic 
aptitude for practical things, he immediately saw in the 
pendulum a timepiece. A pendulum clock is not a portable 
timepiece, but must be set up with some permanence. 
Robert Hooke, a contemporary of Sir Isaac Newton, im- 
proved on the idea and saw that the balance wheel would 
do as well and was portable—here were the makings of 
a watch! 

Watches have been made since the beginning of the 
16th century, but they were novelties rather than practi- 
cal things. The watch of that day was only a portable 
clock. Columbus would have known he was not in the 
Orient when he landed if he had had a watch. He did 
not know his longitude. He could tell by the sun when it 
was noon in America but he did not know what time it 
was at his home port. He had no watch. Peter Henlein 
of Niirnberg had not yet made the first one. 

The Florentine and early French enamelists kept pace 
with the watchmakers. As the latter improved the 
mechanism, the former improved the appearance. Side 
by side grew the usefulness and the beauty of the early 
timepieces: Hand-made and produced in small quantity, 
the watch was a luxury. It is largely because these fine 
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The watches described in this article were repaired by Lew: 
& Son, whose watch repair shop is at the corner of Liberty.and 
Church streets in downtown Manhattan. Lewis & Son, organized 
when Mr. Lewis left Tiffany's, are authorities on antique and 
complicated watches and clocks. They number among their 
customers many collectors both in this nation and abroad, and 


have acted as dealers in the sale of many famous watches 


Tee Via ! TULA 1! TUNES 


pieces were owned by the nobility and were preserved 
carefully that we have them today, in museums and in 
the private collections over the world. 

Early in the 18th century, when George the First was 
king, the maritime importance of Great Britain developed 
rapidly. ‘The British flag flew the seven seas. Without 
accurate time—for the finding of longitude, a ship is not 
only handicapped but left in a dangerous position. In 1714 
the British Government offered “a publick reward for 
such person or persons as shall discover the Longitude.” 
‘The scale of reward for determining the ship’s longi- 
tude was: 


$50,000 for an accuracy of 1° (60 nautical miles) 
$7500“ « HR (gH 
$100,000 ‘+ “* mi “ 1° (30 sae 


This offer spurred on the watchmakers to great effort. 
[n 1761 John Harrison succeeded in winning the prize. 
His watch No. 4 carried on the Deptford from Spithead 
to Jamaica lost only 5 seconds, a great achievement. 
Others began making watches as good, and as a result 
fine watchmaking shortly developed. 

The super-complicated astronomical watch illustrated 
at left and below was made by J. Player and Son in 
Coventry, England, about the middle of the 19th century. 

(Please turn to page 133) 


@ Ihe reverse dial 
hows the day of the 
nonth by means of 


the black hand which 
ints to numbers | 
to 3] around the 
edge of the large 
dial. The other large 
hand moves right or 


left to show the 
equation of time 
The rectangular slot 


beneath the 12 move 
nce daily to show 
the day of the week. 
The two smaller dials 
ndicate sunrise and 
taily 


sunset 
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HEADQUARTERS 
FOR SUCCESS 


Successful business men appreciate the 
need for modern comfort and conve- 
nience when they travel. And so, al- 
most invariably, they stop at The Ben- 
jamin Franklin when in Philadelphia. 
® For The Benjamin Franklin is Phila- 
delphia’s modern and convenient ho- 


A British Concern — tel. 1200 big comfortable rooms. Food 
that tempts the most travel-harrassed 

N early a Century in appetite. Service that soothes travel- 
7 , jarred nerves. Rates that fit every travel 
Business — Serving budget. © Try The Benjamin Franklin 


yourself the next time! 


the Trade in America 
for Over 50 Years The BENJAMIN FRANKLIN 


SAMUEL EARLEY, Managing Director’ Philadelphia 


SVMS 
BIRMINGHAM. ENG. 














“THE PATHWAY TO SUCCESS” 





WATCHWORK ~— STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 
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| DICTIONARY OF GEMS 


| Precious and Semi-Precious Stones 


by R. J. RoGers, F.G.A. 
Price $1.50 Postage Paid 


This new book of all gems gives complete definitions of 
| every stone used by jewelers from Achates (ancient name 
and origin of Agate) to Zircon and Zonochlorite with their 
specific gravity, chemica! composition, crystallographic 
origin, hardness, refractive index, etc. 

| It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% inches. 
The Jewelers’ Circular-Keystone 
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Intricate Astronomical Watches 
(From page 131) 


The case is 18 karat gold, 4% inches high, and 1% inches 
thick. The watch weighs 134 pounds. The escapement is 
of the Tourbillon type, a great rarity, even in fine watches. 
The watch chimes the hours and quarters regularly just 
like a grandfather’s clock, or this mechanism may be 
disengaged by pressing a small lever. By pressing an- 
other lever this masterpiece of Player’s may be instantly 
converted into an hour, quarter-hour, and minute re- 
peater. By this is meant that at any time one may press 
this lever and if the dial reads, for instance, eighteen 
minutes past five, the chimes will strike “5”, then a 
double chime of distinct tone will sound once, and still 
a third will strike “3”. This makes it convenient to tell the 
time in the dark—and before the days of flashlights it 
must have been a great convenience. Persons with failing 
sight find this indispensable. 

The second star watch, illustrated on this page, was 
made by the original firm of J. W. Benson, of London, 
and is of a later period. In size it is similar to the other, 
but is much thicker. Despite its greater bulk it weighs a 
quarter-pound less. The chiming device on this watch is 
similar to the other but lacking the self-striking 
mechanism. 

Both watches wind and set just like any other stem 
winders. Curiously, though, turning the stem forward 


IS 















firm of J. W. Benson, § 
London. The oval 
lial shows the solar 
system. The two 
round dials opposite 
ne another show the 
time of sunrise and 
sunset. The hand ot 
the lower dial points 
to the signs of the 


zodiac, to indicate 
he month of the 
year 


winds the running mechanism while turning it backward 
winds the striking device. Both have on one dial a plan- 
isphere, showing the appearance of the sky at the time 
indicated on the dial. In one, the Player, the sky map 
covers one whole dial face with the sky region north of 
234° north declination covered by other small dials and 
mechanisms, while on the other the planisphere occupies 
only a small portion of the face, in the middle near the 
top. This sky map is complete north of 23%°. 

It is most unusual to find terrestial circles on a celes- 
tial chart, yet both these planispheres show the ‘Tropics of 
Cancer and Capricorn and the Arctic Circle. This coin- 
cidence seemed worthy of closer examination. Then it was 
discovered that the planispheres are identical. “The miss- 
ing portion of the one has been filled in—and in what 
a curious manner! The added section is reversed. All 
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the names are backward. ‘The identity of the dials is 
shown in the mistakes in spelling. “Altair,” for instance, 
is written Atair, while “Ecliptic” is Eliptic, not once but 
several times. 

Both watches have separate dials showing the time of 
sunrise and sunset, apparently for London. In the Player 
watch only one hand marks this time, while on the Ben- 


@ The reverse dial 
s a triple split sec- 
yd type. There are 
three split second 
hands and all of these 
are controlled by 
pressure on the stem 
alone. The outer dial 
reading may be used 
{oO register the num- 
er of miles per hour 
3 vehicle or object is 
traveling. The dial 
near the top registers 
ach time the large 
hands complete one 
rcuit This is a 
minute repeater 





son two are used, each dial like a small ordinary watch. 
This would indicate the greater age of the Player. A 
separate dial on both watches shows the equation of time, 
that is, how much fast or slow the watch is compared to 
the sundial. 

The Player watch on the face showing the planisphere 
has a calendar dial, showing the month and date around 
the extreme edge. Just within this is another giving the 
signs of the Zodiac and the degrees of each sign. This 
way of designating the positions of the planets is no 
longer in use—“‘Jupiter is in the 28th degree of Scorpius,” 
for instance. Another dial shows the sun’s declination. 
From the center post emanate arms, one with the horizon 
for the planisphere, another gold one with a symbolic sun. 
To this is attached a small circular dial with 29% days 
around it,—the lunar month. A similar arm of silver 
has at its extremity a moon, and attached to this, a dial 
showing the time of high water. On the reverse dial is a 
calendar around the very rim, with a window near the 
top showing the day of the week. 

The Benson watch has many unique features. One 
dial is a 24-hour dial—not 24 hours, either, but two 
halves of 12 hours each. Around the numbers are the 
names of cities over the world, showing the difference 
in longitude. The reverse dial looks much like an ordi- 
nary stop watch, but instead of one, it has three hands 
controlled by pressing on the stem successively. One 
pressure at the beginning of the race starts all three 
around the dial together. When the first horse crosses the 
finish, one stroke on the dial stops one hand, but the 
other two continue their motion. Another thrust times 
number two, and a third clocks another horse. An outer 
row of numbers gives without further figuring the speed 
in miles per hour. If the stem is now pressed all three 
split-second hands jump back to 0 ready for the next race. 
A small dial on the face shows the lapse of minutes, that 
is the number of turns of the second hand. 











WORKSHOP WOES € QUIERITES 


IME SIGNALS—Can Arlington time signals be 
picked up on any short wave stations using frequencies 


of less than 6250 KC? (Question No. 5148.) J. M. Co. 


Answer—The Arlington (U. S. Navy) radio sta- 
tion NAA broadcasts time signals on the following fre- 
quencies less than 6250 KC: 113, 690, and 4015. All 
other Arlington frequencies are higher than 6250. ‘Time 
signals are sent from Arlington at 3 A.M., 12 noon, and 
10 P.M., eastern standard time. 


EMENTING STAFFS—The watchmaker to whom 
I am apprenticed has advised me to learn to cement 
up staffs in a cement brass. This I find not at all easy; 
and am in doubt why I should take the time to practice 
it, instead of depending on the regular steel chucks of the 
lathe; and would like your opinion on this. (Question 


No. 5149.) R. W. W. 


Answer—Y our teacher's advice is very good, and had 
better be followed. Cases may arise in which you cannot 
find a wire-chuck to fit closely enough to run a job true; 
then, unless you can use the cement chuck, you are 
“sunk.” The only thing difficult in using the cement 
chuck is the turning of a true V-center in it. What stands 
in the way of doing this is the aptness of a little point to 
form at the very bottom of the V. This is often so small 
as to be hard to see; yet, of course, it is enough to ruin 
accuracy. The way to avoid it is to flatten off the face 
of the brass; then, with a lozenge-shaped graver sharp- 
ened to a long perfect point, apply the point exactly af 
the center of the face of the turning brass (use double 
eyeglass) and at this stage you should have no difficulty 
in seeing that the graver is cutting a clean V without any 
projection at the bottom. Having started thus correctly, 
it is not hard to keep on so, until the V is turned as 
deeply as necessary. The method explained avoids trying 


to turn off a projection at the bottom that has formed 
after the V has been turned pretty deep, which is very 
difficult because so hard to see then. In cementing a job 
into the chuck, heat brass and cement; while lathe turns 
slowly, form a ball of cement on the brass; warm the staff 
well and thrust it into cement until lower pivot is cen- 
tered in the V; then, while the cement cools, keep a peg- 
wood point, resting on the T-rest, against the exposed 
part of staff, holding it running true until the cement is 


hard. 


IGH’T BACKS—I sometimes have trouble trying to 

unscrew the backs off of pocket watches in cases of that 
type. Is there any little trick that would help on this? 
(Question No. 5150.) A. S. 


Answer—When these screw-backs seem too tight to 
remove, it is because the skin of the hands slips on them, 
so that the force exerted has insufficient effect. This may 
be overcome by placing a piece of thin rubber sheeting, 
such as is used by dentists to keep patients’ teeth dry while 
filling them, between the palm of the hand and the case- 
back. ‘The rubber sticks to the hand and the case-back, 
and enables the back to be unscrewed easily, in most cases. 
Still more power can be applied by using a device sold by 
supply houses, consisting of a block of wood with a rubber 
cup fastened to it. In very stubborn cases, still more 
power can be applied by cementing a stick of wood (an 
emery-buff discarded on account of wear is always avail- 
able) to the case back with lathe cement or sealing wax, 
and using the leverage this affords. Plenty of cement 
should be used, or else the stick will break loose before 
the screw turns. 


OOD OYSTER “PEARLS’’—People frequently 
bring in objects they say they found in oysters or clams 
while eating in restaurants, and ask the value of them. | 
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have usually said “no value”; but this does not always 
satisfy the customer; one recently brought in with his 
ovster pearl a newspaper clipping saying a jeweler paid 
$500 for such a pearl. I hardly knew what to say. What 
advice can you give me? Another thing of the same sort 
came to me earlier; a person interested in buying a dia- 
mond showed me a clipping about a speech made at some 
meeting of scientists, where the speaker predicted that due 
to some recent experiments, diamonds would in a few 
years be manufactured for $2 per carat. How about 
this? (Question No. 5151.) J. R. D. Co. 


Answer—As to “oyster pearls,”’ you can say correctly 
that pearls are never found in the oysters or clams used 
for food in this country. The slugs so found are not 
pearls; and have no market value. That doesn’t say that 
the jeweler of the newspaper clipping may not have paid 
$500 for a slug; but it is on record that jewelers have 
also paid good money for lead blocks covered with gold- 
leaf; ‘‘so what?” The prediction that diamonds would 
soon be manufactured at a few dollars per carat has been 
turning up regularly for the past 30 years, ever since 
synthetic rubies were first produced; but no diamond of 
merchantable size has ever been manufactured; and the 
tiny ones that have been made cost many times more to 
produce than genuine natural diamonds are worth. ‘The 
production of synthetic rubies of merchantable size and 
quality, millions of carats of them, has not lowered the 
market price of natural rubies; so even if commercial dia- 
mond manufacture should happen to be established some- 
time, we do not believe the values of natural diamonds 
would be affected by it. 


TAFF ENDSHAKE—In a good stock of genuine 
material in our place, I cannot find a balance staff 
long enough to be used, without excessive endshake. The 
number is right for the watch (Elgin 16 size movement) 
according to chart and bottle. What I can’t understand 
is how this can be, when material is genuine and supposed 


to be standardized. (Question No. 5152.) J. M. 


Answer—There is, no doubt, no fault whatever in 
the material, as you are sure it is genuine. What we be- 
lieve is that some one who repaired the watch prior to you 
used a staff longer than the standard, and altered the 
jewel setting (thicker brass from top to bottom) to get 
correct endshake. Such alterations are frequently made; 
and when they are, standard material of course will not 
fit. If only the vertical thickness of hole jewel setting is 
non-standard, by exchanging this for a jewel with the 
regular setting, you can use the standard staff. If other 
alterations are found to have been made, you must of 
course judge whether it would be less labor to change all 
back to original dimensions, so as to use the regular staff, 
or on the other hand, to make a staff outright to conform 
to the alterations. 


DJUSTMENTS—lIs it true that high-class watch 
repair shops like that of ‘Tiffany’s, adjust every 
watch they repair, to positions, isochronism, and tempera- 


tures? (Question No. 5153.) P. W. M. Co., Inc. 


Answer—No, they do not. It may be stated as a 
principle that most watches, if repaired by skillful work- 
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men, will keep time as originally they did, without specific 
operations in adjusting. The re-adjusting of a fine watch 
might be necessary if previous repairs had been done by 
an incompetent watchmaker ; but hardly ever if taken care 
of by a competent watchmaker after breakage, etc., hap- 
pens in its original condition. But a competent watch- 
maker would be able to discern anything that might indi- 
cate need for re-adjustment; then he would test the 
timekeeping of the watch in positions, etc., and do what- 
ever adjusting these tests would indicate are necessary, 
provided of course that the watch were one of a grade 
that calls for adjustments. 


SCAPEMENT LET’TERS—What do the. letters 
“R” and “L” mean in some of the articles about 
escapements? “The watchmaker in our shop says it is for 
right and left. But that would be wrong if you-held a 
watch one way or another. Then what you, read would 
mean the opposite thing. (Question No. 5154.) P. S. P. 








Answer—As you suggest, a term used in a technical 
description should have one meaning always. What “R”’ 
means is “receiving”; and “L” means “let-off” or some 
prefer “leaving.” Look at a lever escapement as the 
wheel is turning. ‘The pallet stone that a tooth of the 
escape-wheel first encounters is the R or receiving stone, 
because it is there that:teeth are received, in the escape- 
ment as a whole. The other stone is the L, or let-off, or 
leaving stone, where the teeth are let off or leave the 
escapement as a whole, in its action. Furthermore, the 
two sides of the escapement are similarly termed the R 
side and the L side (of the center-line) ; the bankings 
are R and L; and on each pallet stone, the corners at 
ends of the lifting-planes are the R corner and the L 
corner. So you see these letters cannot mean “right” and 
“left”; and vour objection to the latter is well taken. 


“With the Watchmaker at the Bench” 
Is Published in Third Edition 


A very good, though briefly written book on watch 
repairing, ‘With the Watchmaker at the Bench,” by 
Donald DeCarle, has just appeared in a third edition, 
with an added chapter entitled ‘““The Watchmaker at 
the Lathe.’ Mr. DeCarle is a fellow of the British 
Horological Institute and the book naturally leans 
toward the discussion of tools and methods used on the 
other side of the water; but nowadays the difference be- 
tween these and those of ours, is not as great as for- 
merly, and as a consequence there is plenty in the book 
common to both, to make it well worth reading by 
American watchmakers. 

About the only criticism we might make is that the new 
chapter concerning lathe work is hardly done in sufficient 
detail. Lathe work rather calls for an entire book by 
itself, but what is said is well stated. 

All in all, “With the Watchmaker at the Bench” is 
full of concisely written information, sensibly chosen to 
be practical rather than theoretical, and we do not hesi- 
tate to recommend it, particularly to the younger watch- 
makers and students or apprentices, although considerable 
of its contents could be useful to advanced workmen also. 
Illustrated. Contains 240 pages. Price $2.75. 









Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 








DIAMOND SETTER, long experience on 
every type of work. Address “E., 
8921,” care Jewelers’ Circular-Keystone. 


ENGRAVER, first class, general letterer 
on gold and silver; best references. 
Address “C., 9003," care Jewelers’ Cir- 
cular-Keystone. 


“IRST CLASS jewelry jobber, stone set- 
ter and engraver, 25 years experience ; 
best references. Address “T., 8962,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, tied for highest grade 
junior watchmaker test, year ending 
April, 1938, desires position; references. 
Frank Curtis, 1417 26th St., Moline, IU. 





WATCHMAKER, young man, _ experi- 
enced, desires position; prefer Middle 
West or South. Address “E., 8818,’’ 
care Jewelers’ Circular-Keystone. 


BOOKKEEPERS, | stenographers, office 
clerks, applicants of character and 
ability sent without charge. Larkin 
Agency, 38 Park Row, Cortlandt 7-8397, 
New York. 


CERTIFIED WATCHMAKER, 15 years’ 
watchwork; experience in repairing 
Patek Phillippe watches; age 30, mar- 
ried, $50 per week. Address “M.,, 
8954,” care Jewelers’ Circular-Keystone. 








YOUNG LADY, engraver with rare skill, 
11 years’ experience, including a wide 
range of selling, stationery and jewelry. 
Dorothy Prigoff, 325 Bellevue Ave., 
Syracuse, N. Y. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





POSITION WANTED by first class dia- 
mond setter and jewelry jobber, 20 
years’ experience; best reference. Ad- 
dress “R., 8936,’ care Jewelers’ Cir- 
cular-Keystone. 





A MAN who claims absolutely nothing 
but ability to sell, is now open for posi- 
tion in a_ lively credit jewelry store. 
Address “F., 8973,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, three years’ general ex- 
perience, also semi and precious stones; 
in high class jewelry manufacturing 
firm. Miss Stone, 591 East 4th St., 
Brooklyn, N. Y. 





WRITE THIS MAN if you require imme- 
diate services of a thoroughly qualified 
salesman for a modern credit jewelry 
store. Address “H., 8977,” care Jewel- 
ers’ Circular-Keystone. 


CAPABLE clock repair man, all makes, 
electric or spring, time recorders, school, 
program, tower clocks, time systems ; 
go anywhere; have tools. A. L., 2722 
Warren Ave., Dallas, Tex. 





WATCHMAKER, 4% years’ experience ; 
young, single; capable salesman; will 
go anywhere in reliable store; best ref- 
erences; some Elgin training. Richard 
Trowbridge, Andover, N. Y. ° 





ASSISTANT watch repairer, 24, willing 
worker wants position; prefer New Eng- 
land; worked in large retail store, can 
wait on trade. Address ‘“‘C., 8892,’’ care 
Jewelers’ Circular-Keystone. 





VERSATILE SALESMAN seeks position 
in reputable jewelry store which does a 
cash business only, handling better 
class trade. Address “J., 8978,’’ care 
Jewelers’ Circular-Keystone. 





DIAMOND ASSORTER, experienced, also 
good knowledge in mounting bunch rings 
and platinum jewelry; good reputation; 
best references. Address ‘‘R., 8803,’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER’S ASSISTANT; compe- 
tent young man with three years’ retail 
store experience; references; prefers 
New York City employment. J. Fix- 
man, 1985 Crotona Ave., Bronx, N. Y. 





SALESMAN, general line, with follow- 
ing in New York State. Address “T., 
8941,” care Jewelers’ Circular-Key- 
stone. 





HIGH CLASS combination engraver, dia- 
mond setter and —, for store; good 

. salesman; excellent references. R. 
rie 206 Schomer Bldg., Middletown. 
Dhio. 





WATCHMAKER and fancy engraver, can 
set diamonds; years of experience on 
high-grade watches and monogram- 
ming; West preferred; best references. 
349 So. Grant, Pocatello, Idaho. 


JEWELER, fine hand-made platinum 
mountings; would like to make perma- 
nent connection; at present located in 
New York City. Address “B., 9019,” 
care Jewelers’ Circular-Keystone. 


EXPERIENCED and capable jewelry and 
silverware engraver; monograms, let- 
ters, inscriptions, some heraldic; sales 
experience; references. Address “L., 
9000,” care Jewelers Circular-Keystone, 





MANAGER, 14 years’ experience with 
several of largest  clothing-jewelry 
stores in New York, can take full 
charge, highest reference. Address “E., 
9008,” care Jewelers’ Circular-Keystone. 








YOUNG MAN, at present with New York 
retail concern, desires to make change; 
nine years’ experience as jewelry re- 
pair estimator and salesman. Address 
“A,, 8967,” care Jewelers Circular-Key- 
stone. 





YOUNG MAN, two years’ experience, 
seeks connection with retail, wholesale 
or manufacturing concern; also do typ- 


ing; prefer New York City. Address 
“M., 8903,” care Jewelers’ Circular- 
Keystone, 





AGGRESSIVE young man, 19, has been 
apprenticed with manufacturing jewel- 
ers for the past 18 months, desires 
position in New York City; references. 
Address “F., 8923,” care Jewelers’ Cir- 
cular-Keystone. 





LADY ENGRAVER, expert on mono- 
grams, lettering, carving and _ selling, 
desires position in jewelry store, shop 
or for department store demonstration. 
Address “C., 9025,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, railroad, bracelets, etc., 
neat workman, assist other work if de- 
sired; American; temperate, steady, 
experienced; tools; references; can 
take charge. Watchmaker, Box 376, 
Holyoke, Mass. 





YOUNG LADY, bookkeeper, stenographer 
and excellent typist, desires position: 
conscientious and willing; has three 
years’ experience with jewelry firm. 
Address ‘“V., 8942,” care Jewelers’ Cir- 
cular-Keystone. 





ASSISTANT to. proprietor, capable of 
taking charge of store or any depart- 
ment; 30 years’ experience in best stores; 
Florida, East Texas or Pacific Coast 
only. Address “R., 8914,"" care Jewelers’ 
Circular-Keystone. 





WATCHMAKER and salesman, 25 years’ 
experience retail jewelry stores; 
Greater New York preferred, neat ap- 
pearance, best references; full set of 
tools. Address ‘B., 9002,” care Jewel- 
ers’ Circular-Keystone. 





EXPERT Swiss & R. R. watchmaker, age 
40, more than 20 years’ experience on 
high grade work; capable assuming 
charge watch department; good refer- 
ences. Address ‘“N., 8905,’’ care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, 38, single, Gentile, car, road 
or city; experienced retailers-jobbers ;: 
excellent record; highly recommended ; 
present employed; salary or commis- 
sion. Address “F., 8660,” care Jewelers 
Circular-Keystone. 





SALESMAN, experienced, retail, cash or 
credit, young, ambitious; can estimate 
watch and jewelry repairs, buy old 
gold; highest references; location no 
object. Address ‘'P., 8619,"’ care Jewel- 
ers’ Circular-Keystone. 





136 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1938 








,ATCH REPAIRING for the trade; ex- 
— mechanic on all sizes and makes; 
prices reasonable; quick service. Paul 
Schemichen, 17 Ludlow St., Waterbury, 
Conn. 


UICK SERVICE and skilled work- 
ge send your watchwork to G. 
Hurtubise, 35 East Wacker Drive, Chi- 
cago; estimates furnished on request; 
all work guaranteed. 











WHEN YOU WANT better work done 
send it to Coopers, watchmakers to 
the trade; efficient mail service, 48 
W. 48th St., New York. 





SKILLED, dependable, guaranteed, 
watch repairing for the trade; out of 
town accounts solicited by L. Kane, 
2396 Morris Ave., Bronx, N. Y. Moder- 
ate prices; references furnished; prompt 
service. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection, Haskel Melnick, 70 Fulton 
St., New York. 





HIGH GRADE watch repairing for the 
trade ; prompt service, reasonable 
prices; all work guaranteed; a trial 
will convince you; crystals fitted for 
any watch. George Crystal & Co., 613- 
614 Metropolitan Bldg., Detroit, Michi- 
gan. 





EXPERT European trained watchmaker 
of 18 years’ experience, solicits your re- 
pairs for the trade, furnishing you ex- 
cellent workmanship; reasonable prices 
and the best of references; all watches 
carefully inspected and timed before 
leaving my office. F. J. Alves, 1403 
Springfield Ave., Irvington, N. J. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





WATCH REPAIR establishment for 
the trade since 1918; out of town 
orders carefully attended to. I 
Kunnel, 2 West 47th St., New York 
Citv. Phone Bryant 9-5065. 





ELECTRIC CLOCK REPAIRING, expert 
on all makes, also winding, grand- 
father and French clocks; highly 
recommended by the trade; all work, 
including out-of-town work, given 
prompt attention and guaranteed for 
one year. J. Rosenberg, Room 205, 83 
Canal St., New York City. Télephone 
Drydock 4-134 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SMALL OFFICE for watchmaker or jew- 
eler ; North light; $25.00. Sills, 62 W. 
47th St., New York City. 





ONE OR TWO SEATS for rent in jewel- 
ry shop, good for diamond setter, ring 
maker or casemaker; reasonable. 562 
Fifth Ave., Room 1007, New York. 





FOR RENT, desirable part space, excel- 
lent light, rent reasonable. Inquire 
Room 1502, 20 W. 47th St., New York 
City. Bryant 9-0983. 








BENCH SPACE or part of loft for rent to 
watchmaker, jeweler or engraver; rea- 
sonable rent, excellent North light. 115 
W. 45th St., Room 1206, New York. 





WE DISMANTLE, MOVE AND INSTALL, 
jewelry factories. Krasilovsky, Safe & 
Machinery Movers, 139 Grand St., New 
York. CAnal 6-2500. We also buy and 
sell safes. 








Eo Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








GOOD ASSORTMENT of 20 movements 
sent for 12 oz. of any gold-filled scrap; 
write for price list of movements. B. 
Lowe, Kesner Bldg., Chicago, IIl. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 











FIRST CLASS stone setting for the 
trade; whole and half pearls, dia- 
monds, hammered-in gold rings; cast- 
ing models made. Elmer G. Nelson, 
98 Lenox Ave., Providence, R. I. 





DEALERS EVERYWHERE are quick to 
realize the advantage of service from 
Atlanta; strictly factory prices and 
policy; your net service charge is 17 
cents; combine all make pens under one 
mailing to Miller’s Authorized Service, 
Atlanta, Ga. 





PENS REPAIRED FOR DEALERS 
fountain pens, desk pens, ‘Vaku-um’ 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








Piscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under’ expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT TTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: ‘‘Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Works’’; circulars free 
Walter Kleinlein, Waltham. Mass. 











BUST 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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Building Shaver Volume 


(From page 95) 


idea, although not used in Evanston, proved successful in 
nearby towns, where there are other Olsen & FEbann 
stores. 

“Customers like electric razors because of their con- 
venience, because they can be plugged in anywhere and 
require no soap, new blades and other accessories neces- 
sary to non-electric razors,” pointed out Mr. Blaha. 

He emphasizes these points, therefore, in most of the 
advertising. 

“You never need to buy blades, soap, cream, brush, 
lotions, or powder,” advertisements tell readers. 
“Nothing to sharpen, or replace.” One advertisement 
dramatizes these points by a series of photographs repro 
duced from mianufacturers’ literature captioned: “No 
Lather,” “No Brush,” “No Mirror,” “No Blades,” “No 
Lotions.”’ 

Olsen’s large store in Evanston handles radios and 
electrical goods, as well as the usual jewelry and optical 
departments. It has never carried non-electric razors, so 
the introduction of electric razors two years ago meant 
the introduction of an entirely new item. At first two 
brands were handled. But when the same amount of 
advertising for each produced twice as many sales for one 
brand as for the other, the less popular one was dropped. 
Later, three other makes.were added and the store now 


his 


carries four makes. 
Razor sales begin a rapid upward rise in October, 


reaching the peak in December. After the Christmas 


H.1.A. Issues Certificates to 27 Certified and 
Junior Watchmakers 
WasHINGtTon, D. C.—At a meeting of the examining 
board of the Horological Institute of America held in 
Washington Sept. 10, watchmaker’s certificates were 
granted to the following: 


CERTIFIED WATCHMAKER 


Name Address Employed by 
<seorge Baitzel Philadelphia Bailey, Banks & Biddk 
M. Edward Bloomer Utica, N. Y. Oneida Watch Co. 
Henry Victor Carlson San Francisco Hunt Jewelry Co. 

Paul F. Hoffman New York Self 
Cecil Howell Colorado Springs M. K. Myefs 
Delbert F. Kirk Nowata, Okla. Self 
Harold Stanley Prigg Salamanca, N. Y. Self 
P. P. Trump Edwardsville, Pa. Self 


Henry J. Van Dyk Altadena, Calif. T. Herbert Hall Co 


British Scientists Visit U. S. With New Method of 
Covering Sterling with Impervious Film 


LONDON.—Dr. G. J. Thomas and Dr. L. E. Price, 
the Cambridge metallurgists who have discovered a 
method of covering sterling silver with a hard and _ in- 
visible film similar to that of stainless steel, will attend 
the October meeting of the Institute of Metals in the 
United States and read a paper on their work. 

Further research work is proceeding at Cambridge to 
determine the exact wear-resisting qualities of this pro- 
cessed silver. 

Manufacturing jewelers are interested in the discovery 
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peak a decline begins, but the decline is slower than the 
Fall rise. 

Seventy-five per cent of Olsen’s razor buying is done 
by men and for men, except during the Christmas season, 
when the reverse is true. Then, 75 per cent of the sales 
are to women seeking Christmas gifts for men. By far 
the greatest number of men customers are between 20 
and 40 years of age. More sales are above the 20-40 
age bracket than below. 

Sales of razors at Olsen’s are three types: Cash, 30-day 
charge, and budget. Far more sales are in the budget class 
than in the other two. 


Brushed-Up Hair Needs Earrings 
(From page 53) 


ment. Men considered earrings too Oriental for their 
taste as a rule, but the distaff side proudly wore earrings 
to enhance their personal charm. From Greece, from the 
Orient, from the lands of the Gauls, the Franks, and 
Arab traders, varied types of ear-ornaments have come 
down to us. The warriors of Britain, Gaul and the 
Danubian region, contrary to the Romans, all used ear 
adornments in some form or other. 

In the heyday of Tudor times, not only the ruddy- 
haired Queen Elizabeth, but Sir Walter Raleigh and 
Sir Francis Drake wore earrings. Shakespeare is’ fre- 
quently shown wearing a pearl earring and the familiar 
ruff of the time. Thus the story goes and through the 
pages of history may be found frequent allusions to that 
most interesting of the gold and silversmiths’ art, the 
earring. 


JUNIOR WATCHMAKER 


Student at Bradley Lust. 
Student at Elgin College 
Student at Elgin College 


Peoria, Il. 
Elgin, Ill. 
Elgin, Ill. 


lawrence E. Adamson 
George Beardsley 
Al Denman 


Ralph S. Granholm Elgin, Ill. Student at Elgin College 
C. E. Gromer Elgin, Ill. Student at Elgin College 
Lester R. Harrison Lubbock, Texas Anderson Bros. 

William H. Isbell Cordell, Okla. *. T. Akers 

Donnovan D. Jackson Elgin, Il. Student at Elgin College 
G. E. Lamkin Cairo, Il. Michelson’s 


Student at Elgin College 
Student at Elgin College 
P. G. Crum 


Elgin, Il. 
Elgin, Ill. 
Panhandle, Texas 


James O. Marcotte 
F. M. Merryfield, Jr. 
Herman Vearl Mowery 


Perry J. Schamaun Elgin, Ill. Student at Elgin College 
Milo A. Smith Peoria, Ill. Student at Bradley Inst. 
Floyd E. Smithberg Elgin, Ill. Student at Elgin College 
William A. Stevens Elgin, [1l. Student at Elgin College 
Pete Williams, Jr. Elgin, Ill. Student at Elgin College 


Frank P. Young Student at Elgin College 
The next meeting of the examining board will be held 
in November. Repaired watches should be in for test by 


October 15. 


Elgin, TI. 


and the Goldsmiths Company is cooperating with the 
scientists to make the formula applicable in a commercial 
sense. 

The method of covering the silver with a film that ts 
impervious to the elements, which means untarnishable 
silver, calls for the inclusion of one per cent aluminum and 
treatment in an atmosphere of hydrogen containing a 
small amout of water vapour. Tests have shown that the 
filmed silver takes on a permanency similar to that of 
stainless steel the secret of which, of course, is in the film 
consisting of a compound of the metallic constituents and 
the oxygen of the air. 
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Within a short time from the day 
this appears in print, the legislatures of most states will 
have convened. Are you making any effort to have yours 
take action toward cleaning up the gyp watch repair evil? 

The unscrupulous and incompetent watch repairer has 
long been one of the major curses of the jewelry trade, 
but there is no reason why he should continue to be. 
Wisconsin has shown how he can be eliminated and any 
state that chooses to can do the same. 

Two years ago, the Wisconsin legislature, in response 
to a vigorous campaign by the reputable jewelers and 
watchmakers of the state, passed a law requiring that 
every one doing watch repairs in that state must pass a 
rigorous examination by a state board to determine his 
competence. ‘Those who pass this examination are issued 
a license, and only persons holding this license are per- 
mitted to do a watch repair business. ‘The law has been 
vigorously enforced and today the gyp watch repairer has 
completely vanished from Wisconsin. 

The public as well as the jewelry trade has gained, 
for legitimate competition keeps prices at a level fair to 
the public as well as the jeweler, and the public no longer 
suffers from “blacksmith” watch repair jobs. 

Here is a type of legislation that benefits everyone but 
the crook and the incompetent and which should be 
adopted in every state. 

But like every forward step, no matter how good, it 
won’t accomplish itself. Jewelers must line up behind it 
and push for its adoption. 

We suggest that anyone who is not familiar with the 
Wisconsin legislation and its history write to B. W. 
Heald, 339 N. 35th St., Milwaukee, Wis., secretary of 
the board, for details, and then take steps to proceed at 
once along the same lines. 


, business is improving 
and should be progressively better during the coming 
months, if some signs that are usually reliable indicators 
are to be believed. 

The current report of the Federal Reserve Bank points 
out that industrial output has risen sharply, that factory 


employment and payrolls increased in July and August, 7 
that retail sales of automobiles instead of showing the 
usual decrease in July, moved upward, and that residential 
building is 70 per cent above the level of a year ago. 

Those things mean both an increase in average income 
for the general public, and a greater willingness to 
spend it. 

The jewelry trade can and should share in this. It 
should be a good Christmas for the merchant whose ad- 
vertising is alert, whose merchandising is sound, and 
whose stock is adequate and enticingly displayed. 


Wii you be prepared for Christmas 
trade? Judging from the volume of orders placed by 
jewelers at the recent A.N.R.J.A. and N.A.C.J. exhibits, 
jewelers are displaying some hesitation to increase or even 
to replenish their stocks at the present time. 

To the extent this reflects a desire to keep retail stocks 
clean and active, and to be in a reasonably liquid cash 
position at the turn of the year, this tendency is commend- 
able and THE JEWELERS’ CIRCULAR-KEYSTONE would 
be the last one to urge retailers to accumulate unneces- 
sarily large stocks of goods just to make manufacturers 
happy. 

But under-buying as well as over-buying can be a vice 
if carried to extremes, and the jeweler who expects °s doa 
satisfactory Christmas business must have an 2dequate 
assortment of merchandise to offer to the prospective cus- 
tomer. 

Now is the time to check over your stock—make sure 
that it is complete and representative—that you can get 
quick replenishment on fast moving items—and that you 
will have a varied and attractive selection on your shelves 
next month for Mr. and Mrs. Public to choose from. 


Lonnie is more than just 
a word in the dictionary to the jewelers of Boston. 

On October 24 to 26, five of the leading retailers of 
that city are staging a cooperative exhibit in which fine 
stones and jewelry from the stocks of those firms will be’ 
shown to a selected and invited public. 

All five concerns will pool their showings, though 
naturally the items from each will be identified as they 
are shown. Even the engraved invitations sent out by 
each jeweler will carry the names of all the other partici- — 
pating exhibitors. 

There’s real cooperation, with competitive differences 
subordinated to the common good of all in stimulating 
public interest in fine jewelry and promoting its cale for 
the benefit of the entire trade. 

In other parts of the country, we sometimes are prone: 
to think of New England as being overly traditional and 
conservative. Maybe we’re wrong. Certainly in this. 
instance, the jewelers of Boston are blazing a new trail 
that some of the rest of us would do well to follow. 
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